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OUt WaRReN’S WaYOUt WaRReN’S WaY

Warren Thayer, Editor
warren@fdbuyer.com 

KROGeR
KONTROVERSY
in which the editor gently admon-
ishes skeptics to ‘just shut up!’ and 
shares his usual random thoughts. 

a few skeptics out there 
thought that our Retailer 
of the Year honor should 

have gone to the 
chain with the glitzi-
est signage, the sexi-
est Android apps or 
the most expensive 
Bitto cheese SKUs. 
Or perhaps it should 
have gone to “The 
Independent Retailer,” 
that vague cop-out 
used by Time when the 
editors are befuddled. Still another 
complained that my final choice, 
Kroger, is “just a plain vanilla 
retailer.” 

Just shut up! All of you! If “plain 
vanilla” means 33 consecutive 
quarters of identical store sales 
increases, a 15% earnings increase 
in the middle of a recession, 29,000 
new jobs created over the last five 
years, and being named “The Most 
Generous Company in America,” I’ll 
take a triple scoop. 

Moving right along… On page 
32, I quote an off-the-cuff ramble 
about market share by David Dillon, 
Kroger’s chairman and CEO. “The 
grocery industry as we all grew up 
in it really doesn’t exist anymore,” 
he says, and “Instead of looking at 
traditional supermarkets (as market 
share competitors), we look at the 
pie as being a lot bigger than that. 
We look where our customers spend 
their money.” 

Ain’t that the truth? Traditional 
market share numbers are increas-
ingly meaningless, as dollar stores, 
drugstores, C-stores and haberdash-
ers all grab a pie slice. In fact, one 
industry mystery is where all the 
volume is going, since syndicated 
data show units vanishing into thin 
air. Perhaps we’re all eating less? 
Or the aforementioned haberdash-

ers have installed frozen lineups? 
Whatever it is, we need to find a 
better way to measure it so we can 
manage it better. Just sayin’. 

Moving along, again… Glad to see 
that Safeway’s John Larsen survived 
his near-death experience with a 
rattlesnake on the 16th hole of the 
golf tournament during last month’s 
executive conference of the National 
Frozen & Refrigerated Foods Asso-
ciation in Arizona. I’d have missed 

him terribly. 
Which brings me 

back to a recurring 
theme in this column: 
face-to-face meetings 
(although not necessar-
ily with rattlesnakes). 
Conventions and 
conferences are, in my 
humble opinion, vital to 
this industry’s health. 

Texting and e-mail are lousy substi-
tutes when it comes to building the 
relationships that help companies 
partner and thrive. 

NFRa, iaRW, FMi
This past month, I hit both the 
NFRA conference and the conven-
tion and expo of the International 
Association of Refrigerated Ware-
houses. The chance meetings and 
networking will keep me produc-
tively occupied for months. (Lots 
more stories to write up in future 
issues, too.) 

Paul Chapa, my business partner, 
reports that this year’s Food Mar-
keting Institute show in Dallas was 
packed with retailers and vendors 
who made up a Who’s Who of the 
industry. He didn’t meet any rat-
tlesnakes there, but he did happen 
upon Borden Dairy’s very own 
Elsie the Cow, and recalled having 
his picture taken with Elsie’s great 
grandmother at the Oklahoma State 
Fair back in 1971. As is his custom, 
Paul also made 463 new (human) 
friends. “Put this show on your cal-
endar for next time!” he says. Amen 
to that.
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Four complementary food businesses have joined forces 
under the umbrella of the Flagship Food Group (www.
flagshipfoodgroup.com), based in Los Angeles and with 
operations in six states. The company offers a full range 
of products and services to food manufacturers, retailers, 
foodservice operators and distributors. It is owned by CREO 
Capital Partners, a leading provider of capital to middle-
market companies operating primarily in the food, food 
logistics, and financial services sectors. 

ADDING VALUE
“We can add value to the food 
life cycle from start to finish, be it 
manufacturing, branded or private label, 
marketing, logistics, food packaging, 
or ingredients sourcing,” says Rob W. 
Holland, a founding partner of CREO 
Capital Partners who has stepped 
in as Chief Executive Officer of the 
newly-formed $200 million entity. 
“The businesses that combined to form 
Flagship serve a diverse group of 87 Fortune 500 companies, 

small businesses, and 
international retailers 
and distributors. Some 
of our most valued 
customer relationships 
date back for decades, 
and we expect that 
the financial strength, 

expanded capabilities, and ‘one-stop-shop’ approach we now 
offer will help us serve our valued customers even better than 
before.”

FOUR DIVISIONS  
Flagship operates through four divisions: Retail, Foodservice 
(poultry), Logistics, and Packaging. Each focuses on services 
and products exclusively targeted to the food sector.

Retail
Flagship’s Treasure Valley Food Group 
markets well-established consumer brands 
such as Oh Boy!®, Chris’ & Pitt’s®, TJ 
Farms®, Hailey’s Harvest®, National 
Harvest®, and 505 Southwestern®, 
among others. The products are available 
worldwide at over 30,000 retailers, 
including Costco, Albertsons, Ralphs, 
Save-A-Lot, Smart & Final and others. 
The company also sells products via private label contracts 
and other distribution outlets. Treasure Valley Food Group, 
based in Boise, Idaho, is led by Gary Lim, a 
20-year veteran of the food industry.

Food Service/Poultry 
The company’s poultry division, Filet 
of Chicken, operates a 100,000-square-
foot, USDA processing plant outside of 
Atlanta. It is also certified as an SQF Level 
II facility. The company is exceptionally 
proud of the quality, consistency, and value 
of its products. Filet of Chicken serves 
as a primary poultry supplier to some of America’s largest 
restaurant chains, grocery retailers, and foodservice customers. 
Chuck Kendrew, together with a team with over 100 years of 
collective poultry experience, manages Filet of Chicken.

Food Logistics
Flagship’s dedicated logistics division handles 20,000 
truckloads of food product shipments each year, helping 
ensure the timely delivery of temperature-sensitive products 
across the country. With offices in Indianapolis, Minneapolis, 
Los Angeles and Mesquite, Nev., it serves customers in any 
geographic region. In addition to food shipping services, 
Flagship Logistics provides turnkey warehouse management 
services, managing nearly 1,000,000 square feet of warehouse 
space on behalf of third-party food companies. Robert Moran, 
who heads the division, has more than 30 
years’ experience in the logistics industry 
with executive and ownership tenures 
at Ozburn Hessey Logistics, Amware 
Logistics Services, Sterling Logistics, among 
others. He has served on the board and is 
a member of the International Warehouse 
Logistics Association, where he has taught 
peer-level classes for more than 25 years. 

Food Packaging
From rigid packaging to poly bags to 
complete design services, Flagship 360 Packaging provides 
“three hundred and sixty degrees of food packaging services.”  
With offices in Boise, Idaho, and Springdale, Ark., it is 

— Companies under the 
Flagship umbrella have more 
than 500 employees, serving 
virtually all food-related 
firms in the Fortune 500. —

Is Ready to Partner
Leading companies join forces to market 
established brands and private label while 
providing expertise in packaging and logistics. 

A D V E R T O R I A L

ROBERT MORAN

GARY LIM

CHUCK KENDREW

ROB W. HOLLAND



dedicated to working with America’s leading 
food manufacturers. The company is managed 
by Steven DiNoia, who has spent 15 years in 
sales and management across several industries 
following 10 years in the U.S. Navy. 

NATIONAL UMBRELLA
Holland, a seasoned financial executive with 
experience including entrepreneurship, 
operations, and private investing, notes that 
Flagship has a strong balance sheet and healthy 
capitalization. “We are a big believer in conservative debt 
levels and in positioning our business so that customers can 
rely on us as a dedicated supplier for a long time,” he notes. 
“We’ve seen so many companies in the industry fail because 
of their balance sheet. We are committed to being here for a 
long time to come.” 

Holland got into the food business almost by accident. As 
one of three founding partners of CREO Capital Partners 
in 2005, his initial thoughts were to acquire small businesses, 
build them up and sell them. But a couple months after 
acquiring the Oh Boy! frozen foods brand that same year, he 
realized the company needed “lots of attention.” 

”I stepped in as interim CEO, and got a quick education in 
the industry,” he recalls. “I met with suppliers and the USDA, 
and spent many hours on the plant floor, wearing a smock 
and counting pot pies as they came off our lines.” 

The turnaround took a year and a half, but during that time 

something rather predictable happened: Holland fell in 
love with the food industry. After he returned to the 
private equity world at CREO Capital, he helped lead 
the firm’s 12 acquisitions in the sector. 

Finally, “I went to my partners at CREO and told 
them we had all these complementary companies and 
the best way to serve our investors, customers and 
vendors was to bring them all together under one 
national umbrella.”

Today, Flagship employs more than 500 dedicated 
professionals, sells more than 170 million pounds of 

food products, and manages tens of thousands of temperature-
controlled shipments annually. 

“What excites me 
is that all the changes 
we’ve made have been 
positive,” Holland 
explains. “It’s not been 
about firing people and 
cutting costs for a quick 
sale; it’s been about 
adding resources so we 
can serve our customers with quality and efficiency while 
building ourselves into a billion-dollar enterprise. We have 
no intention of selling any time soon. In fact, the company 
is well-positioned to grow organically and via acquisition as 
it seeks to broaden its supply relationship with some of the 
country’s most demanding customers.”

STEVEN R. DI NOIA

— ‘We can add value to the 
food life cycle from start to 
finish, be it manufacturing, 
marketing, logistics, food 
packaging, or ingredients 
sourcing.’ —

We are an innovative, diversified commercial 
and consumer foods company, providing 
quality products and services including 
packaging and logistics.

170 Million Pounds of food sold annually

30,000 Retailers carry our products

20,000 Truckloads of food product managed

500+ Employees

87 Fortune 500 customers

4 Operating divisions

RETAIL

FOOD SERVICE

FOOD LOGISTICS

PACKAGING

FlagshipFoodGroup.com  |  310.573.8299
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NeW PRODUCtS

Dairy-Free Frozen Dessert
New York-based 
Tofutti Brands 
(www.tofutti.com) 
introduces what 
it bills as the first 
frozen dessert 
sweetened with 
stevia, an all-
natural, zero-calorie 
sugar substitute. 
Designed to 
appeal to diabetic, 
lactose-intolerant, 
vegan and kosher 
consumers, the 
company’s soy-
based, dairy- and sugar-free Hooray Bars 
feature a rich vanilla center covered 
in dark chocolate and crunchy brown 
rice crisps. Each 21-ounce box has 12 
individually wrapped, 120-calorie frozen 
treats. Suggested retail price is $4.99 to 
$5.99.

Grilled Chicken Breast
Downers Grove, Ill.-based Sara Lee 
(www.hillshirefarm.com) adds fire-
grilled chicken breasts to its Hillshire 

Farm lineup. 
Ready to eat 
in minutes, the 
already-cooked 
microwaveable 
fillets come in 
four flavors: 
Garlic & Herb, 
Italian Style, 
Lemon Pepper 
and Original 
Grilled. Ideal for sandwiches and salads, each pre-seasoned 
chicken breast has 120 calories and 19 grams of protein. 
Merchandised in the lunchmeat section, each 7-ounce package 
includes two individually wrapped chicken breasts and carries a 
$4.79 suggested retail price.

Meatless Sausage Patties
Dr. Praeger’s Sensible Foods 
(www.drpraegers.com), Elmwood 
Park, N.J., debuts all-natural 
meatless sausage patties free 
of preservatives, cholesterol, 
saturated fat and trans fat. Easy 
to prepare from frozen in an oven 
or toaster oven, the fiber-rich 
vegetarian patties come in six-
count, 8-ounce packages with a 
$4.29 suggested retail price.

3460 John F. Donnelly Dr., Holland, Michigan 49424    •     616.786.0900    •    requestfoods.com

Leader of the Packs
Our new skillet meal facility boosts Request Foods co-packing to 600,000 sq. ft. of cooking, blending, freezing 
and packing capacity for your frozen entrées and side dishes. Pans, single serve and skillet meals, Request Foods 
is your co-packing partner. Give your retail, club store or national brand the consistent quality of Request Foods.

We Make Your Brand ... Better.



Sweet Cinnamon Pretzels
J&J Snack Foods Corp. (www.jjsnack.
com), Pennsauken, N.J., presents 
fully baked Sweet Cinnamon 
flavored soft pretzels. Offered 
under J&J’s SuperPretzel brand, the 
new variety features soft, sweet 
dough infused with cinnamon. Each 

13-ounce, six-count 
box also includes a 
packet of cinnamon-
sugar topping so 
consumers can add as much or as little as they 
want. On-package QR codes offer additional 
product information. Ready in seconds, the 
microwaveable frozen pretzels carry a $2.99 
suggested retail price. 

Juice and tea Beverages
Chicago-based Tropicana Products Inc. 
(www.tropicana.com), a division of PepsiCo, 
expands its reduced-calorie Trop50 lineup 
with a trio of fruit juices combined with 
white and green tea. Offered in 59-ounce 
recyclable plastic bottles with a $3.96 
suggested retail price, the newcomers 
include Peach with White Tea, Raspberry with 
Green Tea and Pear Lychee with White Tea. 
Sweetened with zero-calorie natural sugar 

substitute PureVia (derived from the 
stevia plant), each 8-ounce serving 
has 35 to 45 calories and provides 
a full day’s supply of vitamin C. 
Peach with White Tea and Raspberry 
with Green Tea are also available in 
12-ounce bottles with a $1.69 SRP.

Summer ice Cream Flavors
Lynnfield, Mass.-based Hood (www.
hood.com) launches six new ice 
cream flavors for summer. Under 

its New England Creamery label, it introduces locally inspired 
Down East Double Fudge Brownie, Colonial Chocolate Almond, 
Mt. Washington Chocolate Peanut Butter Cup, and limited 
edition White Gold (butterscotch ice cream with cinnamon 
caramel swirl and white chips). To its Hood Classic label, the 
company adds Peanut Butter Cup and Butter Pecan. Hood also 
debuts a trio of ice 
cream sandwiches 
(Chocolate, Chocolate 
and Vanilla, and 
Cookies ‘n Cream) and 
two Red Sox frozen 
novelties (Chocolate 
Dipped Sundae Cones 
and Chocolate Dipped 
Sundae Cones with 
Fudge Centers).
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NeW PRODUCtS

Gluten-Free tortillas
Rudi’s Gluten-
Free Bakery (www.
rudisglutenfreebakery.
com), Boulder, Colo., 
introduces gluten-free 
tortillas made with 
whole grain flours. 
Packed with 5 grams of 
fiber per serving, the 
soft, pliable tortillas 
come in three flavors: 
Plain, Spinach and 
Fiesta. Sold frozen, 
they’re offered in eight-count, 9-ounce packages featuring 
the Gluten-Free Certification Organization (GCFO) seal. 
Suggested retail price is $5.99.

Mini Pastry assortment
Battleboro, N.C.-based Delizza Patisserie (www.delizza.
com) debuts a combination pack of thaw-and-serve mini 
Belgian pastries filled with rich dairy cream. Ideal for 

entertaining, 
the 40-piece, 
19-ounce 
“sampler” 
includes 
10 each of 
Chocolate Mini 
Eclairs, Double 
Chocolate 
Mini Eclairs, 
Mini Cream 
Puffs and Mini 
Chocolate 

Dipped Cream Puffs. Ready to eat in 45 minutes or less, 
each variety comes in its own resealable bag. Suggested 
retail is $7.99.

Mini Breakfast Bagels
Moonachie, N.J.-based Bylada Foods (www.byladafoods.
com) launches kid-friendly, mini-breakfast bagels made 
with real eggs 
and cheddar 
cheese. Easy 
to prepare in a 
microwave or 
conventional 
oven, the bite-
size snacks 
come in three 
flavors: Egg 
& Cheese; 
Bacon, Egg & 
Cheese; and 
Sausage, Egg & 
Cheese. Offered under the Chef Gusto label as well as for 
private label, the mini bagels are available in both 12- and 
40-count packages with $3.49 and $9.99 suggested retail 
prices, respectively.

Value-Priced italian
Marvell Foods (www.marvellfoods.com), Boca Raton, Fla., 
presents a new line of value-priced frozen Italian foods. 

Offered under the Lovella Cuisine label or your store 
brand, the heat-and-serve collection includes chicken and 
beef meatballs, 
cheese 
tortellini and 
mini cheese 
ravioli, all free 
of trans fats. 
Offered in 
7-ounce, two-
serving bags 
with bilingual 
(English and 
Spanish) labels, 
the items are 
expected to retail for between 99 cents and $1.49 apiece.

take-and-Bake Pizza
Columbus, Ohio-based Jane’s Dough Foods (www.
janesdoughfoods.com), a division of Donatos Pizza, 
introduces a line of refrigerated take-and-bake pizza under 
the Fresh Bake by Donatos label. Ready to eat in 12 to 18 
minutes, the premium-quality, thin-crust pizza comes in 

four standard 
and two 
specialty 
flavors: 
Cheese, 
Pepperoni, 
Pepperoni and 
Sausage, Half 
Cheese/Half 
Pepperoni, 
Hawaiian 
Barbecue 
Chicken and 
Mexicana 
Supreme. 

Offered in shelf-life-extending modified atmosphere 
packaging featuring a unique “eco-wrap” sleeve, the 12-
inch pizzas carry an $8.99 suggested retail price.

teriyaki Salmon Burgers
Seattle-based Trident Seafoods (www.tridentseafoods.
com) adds a teriyaki flavor to its line of wild Alaskan 
salmon burgers. Made from whole fillets, the low-cal, 
Omega 3-rich 
burgers are 
designed to 
go directly 
from freezer 
to grill — no 
defrosting 
required. 
Both regular 
and teriyaki-
flavored 
salmon 
burgers, as well 
as Trident’s mahi mahi burgers, are available in four-count, 
11.2-ounce packages with a $5.99 to $6.29 suggested retail 
price. Regular salmon burgers and mahi mahi burgers are 
also offered in 12-count, 48-ounce bags with a $15.99 to 
$16.99 suggested retail price.
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F a C t O i D S

tHe DataBaNK

MiD-tieR
FROZeN

BY PeteR PeNGUiN
Supermarket frozen food sales 

for the 12 weeks ended March 
18 fell 0.9% compared with the 
same period a year ago, topping 
out at $7.64 billion, according to 
Chicago-based market research 

firm SymphonyIRI Group. Units 
dropped 6.3% to 2.41 billion, and volume 
tumbled 6.3% to 3.16 billion. Percentage of 
volume sold with merchandising support 
slipped 0.7 points to 45.2%.

For the 52 weeks ended March 18, sales 
were up 1.7% to $32.44 billion, but units 
decreased 3.2% to 10.43 billion. Volume was 
down 3.6% to 14.27 billion, while percentage 
of volume sold with merchandising support 
shrunk 0.7 points to 46.3%.

Our chart shows “second-tier” frozen 
department subcategories (numbers 13 
through 25 in terms of dollar volume), 
including the top brands, for the 12 weeks 
ended March 19. Data is for the brands as 
originally trademarked and may not include 
line extensions.

94.1%
Dollar gain by frozen cookie 

dough (to $1,768,225), largest by a 
frozen department subcategory 
with at least $1 million in sales 

during the most recent 12 weeks. 
New No. 1 Weight Watchers Smart 

Ones drove the advance.

$1,413,227
Dollar sales amassed by Dole’s 

new fruit smoothie Shakers during 
the most recent 12 weeks, one of 

the best performances by a frozen 
product in distribution less than a 
year. although subcategory leader 

Yoplait posted a double-digit 
loss, Dole’s success combined with 

Jamba’s 173.8% gain spurred an 
8.2% increase for the frozen drink 
concentrate segment as a whole.

27%
Percentage of U.S. pet owners 

who have included Fido or Fluffy 
in their will, according to the 

aSPCa.

WAFFLES  $147,126,700   6.0   53,661,600   (5.7)  46,336,210   (3.5)
Kellogg’s Eggo   $76,657,660   6.7   25,582,280   (6.5)  24,295,650   (3.2)
Private Label   $26,443,840   (1.4)  11,794,830   (12.5)  10,416,850   (9.5)
Kellogg’s Nutri-Grain Eggo   $8,066,075   (47.1)  2,531,997   (50.8)  1,946,599   (50.8)
Kellogg’s Eggo Thick & Fluffy   $7,737,466   147.0   2,905,065   110.2   2,209,584   120.5 
Aunt Jemima   $6,887,957   (8.3)  3,880,656   (11.8)  2,987,848   (11.9)
Kellogg’s Eggo Nutri-Grain   $6,093,109  *  1,907,762  *  1,466,687  *
Van’s   $5,586,639   27.3   1,768,846   23.8   950,397   25.0 
Kellogg’s Eggo Minis   $2,607,641   (0.6)  1,004,899   (9.7)  684,637   (9.7)
Kashi   $2,300,298   103.8   687,084   85.8   433,756   85.8 
Kellogg’s Eggo Fiber Plus   $929,738   (2.9)  299,667   (20.2)  183,546   (20.2)

MIXED VEGETABLES  $138,746,200   (0.5)  77,941,420   (6.0)  72,900,270   (7.3)
Private Label   $62,208,230   0.3   38,528,560   (7.2)  39,812,570   (8.3)
Birds Eye Steamfresh   $30,318,600   2.3   14,799,290   (2.3)  11,159,000   (0.8)
Birds Eye   $5,319,305   (3.1)  3,180,537   (8.7)  2,832,552   (7.9)
Birds Eye Farm Fresh   $4,596,277   (10.8)  2,081,369   (10.7)  2,081,369   (10.7)
Pictsweet   $3,523,367   (19.3)  1,833,805   (24.0)  1,913,943   (26.4)
Green Giant Simply Steam   $2,927,866   3.2   1,832,244   (4.8)  882,089   (5.1)
Pictsweet Deluxe Steamables   $2,831,882   155.2   1,781,579   172.6   1,326,245   170.5 
Green Giant Antioxidant Blend   $1,858,442   (11.1)  1,152,022   (14.0)  504,010   (14.0)
Birds Eye Freshlike   $1,693,464   (12.8)  881,594   (19.0)  1,000,376   (18.5)
Green Giant   $1,575,007   (24.4)  849,900   (17.7)  582,135   (26.7)

FRESH BAKED BREAD/ROLL/BISCUIT  $130,180,900   1.0   47,240,440   (2.9)  37,901,860   (4.3)
For brand-level data, see our story on frozen bread & dough in this issue.

BREAKFAST HANDHELD  $103,712,600   4.0   24,734,270   (0.7)  22,325,190   (1.3)
Jimmy Dean   $43,707,470   (1.8)  6,877,242   (12.7)  9,148,485   (7.8)
Jimmy Dean D-lights   $11,606,210   12.4   1,899,622   7.0   2,339,390   7.1 
Odom’s Tennessee Pride   $6,588,196   9.2   1,082,550   0.1   1,427,735   0.4 
Weight Watchers Smart Ones Morning Express   $6,313,732   3.6   2,283,711   0.5   1,167,190   2.8 
Private Label   $4,617,448   47.1   1,442,513   70.8   1,184,817   51.8 
Tennessee Pride   $3,867,275   (2.2)  1,081,339   (12.3)  834,224   (8.8)
Hot Pockets   $3,697,040   (11.2)  1,720,276   (14.2)  927,175   (14.2)
Pillsbury   $3,393,315  *  1,288,286  *  595,832  *
Lean Pockets   $3,061,052   (16.2)  1,383,881   (19.6)  778,433   (19.6)
Bob Evans   $2,870,252   (25.5)  644,470   (23.1)  619,059   (24.2)

FRUIT  $99,392,030   3.7   26,171,450   (5.9)  28,441,390   (5.2)
Private Label   $73,040,420   2.8   18,752,820   (9.1)  21,164,740   (7.2)
Dole   $9,506,060   7.1   2,445,514   13.1   2,157,590   1.7 
Wyman’s   $3,143,272   8.2   672,236   (2.7)  812,721   3.9 
Cascadian Farm   $2,457,378   14.0   667,175   21.4   386,222   21.1 
Goya   $2,181,135   19.7   926,785   6.3   777,382   6.8 
Birds Eye   $854,133   (25.7)  305,516   (23.3)  200,861   (24.3)
El Sembrador   $798,652   26.4   258,062   2.3   535,273   15.9 
Dole Ready Cut Fruit   $776,052   56.9   205,125   52.3   224,242   46.8 
La Fe   $574,367   24.1   202,280   4.0   354,236   6.0
VIP   $499,095   (48.1)  137,644   (54.3)  186,321   (43.8)

BREAKFAST ENTREES  $94,828,530   (0.1)  34,621,060   (2.4)  26,055,990   (3.6)
Aunt Jemima   $15,945,270   (22.3)  8,008,568   (20.0)  4,758,783   (24.8)
Jimmy Dean Breakfast Bowls   $12,342,620   (7.4)  4,472,524   (7.8)  2,129,292   (12.5)
Jimmy Dean   $11,534,210   (0.7)  1,912,221   (7.4)  2,571,214   (6.2)
Private Label   $8,127,568   9.5   3,875,817   4.7   3,484,480   5.1 
Kellogg’s Eggo   $5,984,615   13.7   2,216,433   7.2   2,189,064   7.5 
Kellogg’s Eggo French Toaster Sticks   $4,583,338   81.1   1,698,151   67.9   1,347,992   67.9 
Weight Watchers Smart Ones Morning Express   $4,542,345   1.5   1,728,555   2.0   658,731   0.2 
Kellogg’s Eggo Minis   $3,513,932   14.3   1,260,282   8.7   1,110,687   8.7
Jimmy Dean Skillets   $3,278,043   (21.9)  675,709   (24.5)  760,173   (24.5)
Krusteaz   $3,272,713   (9.3)  1,132,330   (10.9)  1,124,027   (11.1)

POT PIES  $77,868,160   8.7   50,487,120   1.3   31,252,530   2.1 
Marie Callender’s   $41,465,450   18.7   14,491,180   13.8   14,224,390   12.6 
Banquet   $22,871,340   8.7   28,571,190   (2.3)  12,499,890   (2.3)
Stouffer’s   $4,361,469   (15.8)  1,455,235   (23.3)  1,142,817   (23.7)
Swanson   $2,497,332   9.0   2,884,365   14.7   1,261,910   14.7 
Willow Tree   $1,438,495   (6.5)  291,676   (0.4)  400,975   (8.1)
Private Label   $1,411,966   3.8   1,839,883   4.5   864,716   2.7 
Amy’s   $1,310,551   (5.4)  371,214   (8.9)  175,368   (9.0)
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New AMT
Merchandiser

Organize Chaos Into
Increased Sales

Optional
label/sign holder

Note: Product photography is taken in, or simulates, a retail environment and 
is not meant to imply endorsement by any brand or manufacturer.

Built-in manual
feed forwards

and faces
product

Disheveled displays don't sell.
Tame your unruly product areas with 

AMT ™ Merchandiser technology
and improve sales

and profi ts.

Patents and
Patents Pending

Tame unruly product categories 
with easy-facing manual feed...

• Designed for yogurts, ice cream, instant 
soup cups, tubs, bottles, and many other 
diffi cult to organize products. Small size 
adjusts from 211⁄16" to 35⁄16" wide for 
4-6 ounce yogurt cups or similar products. 
Large size adjusts from 4" to 45⁄8" for 
pint, 11⁄2 pint and similar containers. 

• Built-in manual feed allows trouble-free 
forwarding and facing of products for 
increased sales and profi t.

• Trays lift out as a single unit with easy-grip 
handles to allow quick re-stocking of dated 
product or cleaning of shelves.

• Optional plain-paper label/sign holder 
provides a protected home for product
and price information and improves
promotional opportunities.

• Two breakaways in 2" increments allow 
easy shortening in the fi eld. (Standard 22" 
length, breakaway to 20" and 18" length)

• Durable, easy-clean plastic construction 
for long life, even under heavy use and in 
harsh environments.

• For freezer, cooler, wire shelving, standard 
shelving, table top, and specialty display. 

AMT™

Adjustable Merchandising Tray

An American Manufacturing Company

MANUAL FEED

ORGANIZE CHAOS, INCREASE SALESREAR LOADING

Optiononalallllal

™
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494
Number of strokes it took world 
record holder Jake Sand to hit a 
golf ball 26.2 miles — the same 

distance as a marathon.
the american averaged a 

respectable 93.4 yards per shot 
and completed the feat in just 

under 10 hours.

23.8%
Dollar gain by Cape Gourmet 

in the most recent 12 weeks, to 
$6,012,156 – fastest grower in 

the top 10 brands in the frozen 
fish/seafood subcategory. 

1
Number of top 20 frozen 

department subcategories that 
saw unit sales expand during the 
most recent 12 weeks. although 

half registered dollar sales 
gains, only frozen fish/seafood 
posted an increase in unit sales 

as well (+0.23%).

17%
Percentage of american freezers 
believed to have money hidden 

in them.

136.5%
Dollar gain posted by tastee 

Shrimp in the most recent
12 weeks, to $9,068,564,

making it by far the fastest 
grower among the top 10 brands 

of frozen shrimp. 

-13.2%
Dollar loss by frozen “other” 

breakfast foods (to $39,119,400), 
the largest frozen department 

subcategory to post a
double-digit decline. With 

more than 90% of total sales, 
Pillsbury’s toaster Strudel 

(-13.6%) and Scrambles (-7.1%) 
deserve most of the blame. But 

newcomers Jimmy Dean and 
iHOP at Home could help revive 

the flagging segment. 

tHe DataBaNK

*Number is either not available, or very high, indicative of a recent launch working off a small base.              

Boston Market   $813,944  *  258,954  *  258,954  *
Blake’s   $547,497   (0.1)  109,169   (8.0)  138,322   (9.0)
Boston Market   $10,232   (98.9)  2,880   (99.0)  2,880   (99.0)

PREPARED VEGETABLE (SAUCE/CRUMBS)  $73,139,470   (6.9)  36,380,340   (10.6)  25,683,120   (12.0)
Green Giant   $24,967,970   (2.0)  14,148,530   (4.8)  9,764,713   (7.5)
Green Giant Valley Fresh Steamers   $17,446,440   (15.4)  7,455,663   (26.4)  5,496,292   (26.2)
Birds Eye Steamfresh   $14,917,950   6.3   6,921,555   5.2   5,042,135   4.0 
Green Giant Just For One   $4,181,965   (14.0)  1,117,935   (20.5)  1,169,694   (20.7)
Green Giant Simply Steam   $3,256,022   (1.3)  2,136,623   (5.1)  1,184,288   (5.9)
Private Label   $1,721,265   18.5   1,159,128   35.9   790,314   34.3 
Green Giant Healthy Weight   $1,490,286   (10.6)  924,761   (15.1)  404,583   (15.1)
Green Giant Create a Meal   $946,247   (15.2)  254,519   (20.4)  302,241   (20.4)
Birds Eye   $930,788   (14.0)  572,983   (18.3)  343,958   (18.6)
Green Giant Niblets   $825,676   (4.9)  222,413   (12.9)  333,620   (12.9)

PIES  $67,732,100   12.0   18,546,180   10.6   23,980,600   9.2 
Marie Callender’s   $22,254,730   70.8   4,544,120   143.4   8,019,254   78.9 
Edwards   $11,885,440   (4.8)  1,632,499   (12.8)  3,045,484   (14.3)
Sara Lee   $7,440,964   (0.9)  1,565,866   (2.4)  3,350,265   (3.9)
Mrs. Smith’s   $7,232,397   (15.4)  1,598,570   (23.3)  3,455,455   (23.6)
Edwards Singles   $5,488,991   (9.1)  2,051,477   (12.5)  715,405   (17.3)
Banquet   $4,575,013   7.2   5,500,225   2.4   2,406,349   2.4 
Claim Jumper   $3,253,435   31.8   487,903   49.0   1,190,841   48.4 
Private Label   $1,407,268   4.5   305,944   (7.4)  550,107   4.1 
Sara Lee Signature Selections   $937,169   (18.1)  148,648   (5.9)  366,729   3.2 
Mrs. Smith’s Soda Shoppe   $516,815   (34.3)  78,695   (38.5)  178,296   (38.6)

SAUSAGE  $65,487,350   1.3   29,707,640   (12.5)  19,455,690   (12.1)
Banquet Brown ‘N Serve   $26,474,200   (3.7)  18,135,260   (9.9)  7,639,658   (16.4)
Private Label   $5,505,829   25.6   1,684,455   3.3   1,940,602   14.2 
Jimmy Dean   $5,099,180   69.3   1,087,573   47.7   1,331,714   60.1 
Jones Golden Brown   $4,301,628   2.0   2,008,806   (0.6)  849,665   (1.6)
Hormel Little Sizzler   $3,490,678   (26.9)  1,993,230   (39.5)  1,491,524   (38.2)
Purnell Old Folks   $3,422,276   5.1   431,932   (3.2)  1,002,901   (2.3)
Tennessee Pride   $2,468,383   9.0   303,316   8.5   707,588   8.1 
Jones   $2,027,220   (5.2)  608,362   (6.1)  442,678   (7.3)
Williams   $1,926,428   (7.3)  259,815   (12.3)  675,648   (13.9)
Louis Rich   $789,518   (51.2)  372,265   (61.8)  372,265   (61.8)

MEAT SUBSTITUTES  $62,480,670   2.3   16,035,610   (0.3)  9,707,231   0.7 
Morningstar Farms   $23,710,730   1.0   5,878,499   (2.7)  3,117,562   (1.1)
Boca   $8,693,178   (1.8)  2,457,821   (7.3)  1,582,351   (5.9)
Morningstar Farms Grillers   $6,881,907   (3.3)  1,715,457   (5.9)  1,134,796   (5.6)
Morningstar Farms Grillers Prime   $2,180,153   (1.3)  554,412   (3.9)  346,508   (3.9)
Gardenburger   $2,091,484   (14.8)  550,001   (18.0)  343,750   (18.0)
It’s All Good Gardein   $2,063,014   68.8   531,917   71.4   322,637   76.1 
Tofurky   $2,050,958   25.0   502,122   26.4   340,758   27.1 
Lightlife Smart Dogs   $1,998,641   (0.8)  493,508   (2.9)  384,808   (2.7)
Veggie Patch   $1,221,425   64.9   281,934   53.1   159,396   54.7
Amy’s   $1,011,378   (11.2)  176,884   (13.4)  118,436   (11.9)

BEANS  $59,447,810   (3.6)  33,112,580   (8.6)  31,936,850   (9.3)
Private Label   $29,030,900   (2.4)  18,230,730   (9.2)  18,267,180   (9.7)
Birds Eye Steamfresh   $6,710,731   (1.2)  3,628,004   (6.7)  2,732,492   (6.3)
Pictsweet   $2,955,229   (19.0)  1,280,901   (22.4)  1,479,767   (25.3)
Birds Eye C&W   $2,077,021   (13.3)  777,424   (15.0)  679,266   (15.0)
Birds Eye   $1,920,992   (23.9)  1,191,940   (28.0)  1,216,303   (20.3)
Seapoint Farms   $1,550,228   (29.6)  518,838   (32.2)  469,775   (37.4)
Pictsweet Deluxe   $1,523,047   (4.8)  758,388   (1.0)  830,318   (6.4)
Fresh Frozen   $1,393,534   (5.5)  416,312   (7.4)  861,454   (7.6)
Hanover Silver Line   $1,198,814   8.1   586,883   4.4   555,498   4.8 
Green Giant Valley Fresh Steamers   $1,020,585   (14.6)  542,169   (23.1)  406,626   (23.1)

BROCCOLI  $58,698,930   (3.0)  33,666,820   (7.2)  31,795,460   (7.6)
Private Label   $29,720,040   (1.2)  18,812,270   (5.3)  18,904,830   (6.0)
Birds Eye Steamfresh   $9,421,862   (2.4)  5,054,285   (7.0)  3,804,115   (6.6)
Birds Eye   $4,486,786   (13.1)  2,401,480   (15.7)  2,126,715   (17.3)
Green Giant Valley Fresh Steamers   $2,981,208   (8.6)  1,399,457   (21.5)  1,049,593   (21.5)
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Supermarket sales of dairy 
products rose to $11.91 billion in 
the 12 weeks ended March 18, 
a gain of 3.2% versus the same 
period a year ago, according to 
Chicago-based market research 
firm SymphonyIRI Group. Units 

fell 3.5% to 4.73 billion, and volume was 
down 6.3% to 37.02 billion. Percentage of 
volume sold with merchandising support 
slipped 0.1 points to 41.0%.

For the 52 weeks ended March 18, dairy 
sales jumped 5.7% to $50.88 billion, 
but units dipped 2.2% to 20.44 billion 
and volume declined 3.9% to 164.62 
billion. Percentage of volume sold with 
merchandising support dropped 1.9 points 
to 41.0%.

Our chart shows “second-tier” dairy 
department subcategories (numbers 13 
through 25 in terms of dollar volume), 
including the top brands, for the 12 weeks 
ended March 18. Data is for the brands as 
originally trademarked and may not include 
line extensions.

-11.0%
Dollar loss by aerosol/

squeezable cheese spreads 
(to $12,773,380). Subcategory 
leader Kraft (-11.1%) owns 90% 
of total sales, but eight of the 
nine remaining top 10 brands 

saw their sales decline as well. 
Only No. 4, Winona Foods, reg-

istered a gain (+326.0%).

163.0%
Dollar gain by refrigerated 
cranberry cocktail/drink 

(to $2,297,818), largest by a 
refrigerated product with at 
least $1 million in sales dur-

ing the most recent 12 weeks. 
Newcomer Simply Cranberry, 
which grabbed the No. 1 spot 
from Gt’s Kombucha Synergy, 

drove the advance, but sev-
eral other brands also posted 

double-digit gains.

COTTAGE CHEESE  $196,930,300   0.6   75,576,400   (5.2)  89,273,820   (5.5)
Private Label   $80,913,250   2.5   33,725,250   (4.3)  44,321,770   (4.2)
Breakstone’s   $18,596,600   (3.8)  5,744,313   (11.9)  6,663,699   (12.4)
Knudsen   $10,524,130   (10.8)  2,747,182   (16.1)  3,381,530   (15.0)
Daisy   $8,849,639   42.9   3,016,286   42.6   3,708,840   40.6 
Friendship   $5,644,619   (18.2)  1,988,770   (24.8)  2,064,746   (22.0)
Dean’s   $5,286,848   3.8   1,765,933   (3.1)  2,329,094   (2.3)
Hood   $5,143,097   (1.1)  1,910,944   (8.6)  1,950,024   (9.9)
Breakstone’s Cottage Doubles   $4,609,543   (0.8)  4,442,137   6.6   1,083,001   (12.0)
Prairie Farms   $3,805,011   16.5   1,416,110   6.2   1,845,558   6.3 
Kemps   $3,350,723   10.5   1,151,725   2.7   1,575,553   1.9

SOUR CREAM  $188,860,200   4.7   99,578,250   (3.3)  92,903,580   (3.3)
Daisy   $64,136,300   10.6   29,856,110   5.9   27,623,690   7.0 
Private Label   $61,292,150   7.6   39,711,810   (2.8)  37,358,520   (3.1)
Breakstone’s   $16,965,350   (4.1)  7,980,675   (16.7)  6,980,547   (18.4)
Knudsen Hampshire   $8,006,674   (9.8)  2,960,188   (19.4)  3,146,230   (18.7)
Friendship   $2,472,383   (0.9)  1,376,780   (9.5)  1,360,701   (8.3)
Tillamook   $2,235,028   7.9   992,733   (1.5)  1,029,174   (0.8)
Hood   $1,908,700   (2.5)  1,006,210   (13.2)  996,264   (12.8)
Knudsen   $1,633,540   (16.6)  655,695   (25.8)  593,008   (25.5)
Darigold   $1,621,765   (6.6)  788,937   (11.0)  835,633   (11.4)
Kemps   $1,612,454   (5.7)  919,740   (16.8)  802,521   (20.0)

DAIRY CREAM/HALF & HALF  $165,113,000   3.3   66,599,360   (1.6)  115,860,300   (0.9)
Private Label   $84,970,140   4.3   35,656,590   (1.7)  68,078,070   0.0 
Land O Lakes   $18,190,000   0.2   7,055,534   (2.0)  11,061,700   (2.6)
Land O Lakes   $8,409,516   10.8   2,912,273   6.9   5,585,761   7.9 
Hood   $6,130,240   (6.5)  2,379,870   (12.2)  3,632,747   (13.5)
Organic Valley   $4,355,196   14.5   1,460,845   10.8   2,007,609   9.2 
Darigold   $3,510,036   11.1   1,286,277   11.8   2,386,106   9.7 
Garelick Farms   $3,198,867   (7.6)  1,241,789   (10.3)  1,869,041   (10.1)
Horizon Organic   $3,116,544   14.7   1,118,494   7.4   1,382,351   9.0 
Upstate Farms   $3,005,210   20.4   1,158,931   18.1   2,109,111   10.1 
Deans   $2,278,643   (1.7)  1,055,405   (2.7)  1,555,017   (5.1)

KEFIR/MILK SUBSTITUTES/SOYMILK  $160,606,000   16.3   49,142,980   14.0   182,958,200   13.0 
Silk   $38,869,720   (11.4)  11,112,600   (14.3)  46,460,670   (13.6)
Silk Pure Almond   $27,979,800   85.9   8,512,080   76.8   34,148,300   77.3 
Blue Diamond Almond Breeze   $26,028,300   33.3   7,852,200   25.4   31,718,480   25.7 
Private Label   $16,503,860   25.7   6,099,942   26.1   23,331,280   21.9 
Silk Light   $15,211,420   (2.1)  4,602,258   (5.2)  18,409,030   (5.2)
Lifeway   $8,371,605   9.7   2,401,059   5.4   4,560,189   4.2 
8th Continent   $5,103,319   11.7   1,625,730   6.4   6,502,921   6.4 
Silk Pure Coconut   $3,660,693   145.0   1,079,414   125.3   4,317,655   125.3 
Odwalla Protein Monster   $2,784,399   (11.9)  1,151,729   7.8   917,118   (10.4)
Silk Plus   $2,636,587   (19.9)  779,669   (20.6)  3,118,676   (20.6)

NATURAL STRING CHEESE  $159,523,300   8.0   46,353,310   (0.9)  27,211,520   (1.7)
Private Label   $49,699,700   7.0   19,872,030   (2.8)  9,997,998   (2.9)
Sargento   $25,055,240   8.6   5,322,877   1.5   3,330,960   2.1 
Frigo Cheese Heads   $18,292,350   (0.1)  4,302,900   (4.9)  3,444,085   (6.6)
Precious Stringsters   $7,716,444   (6.2)  1,299,995   (19.9)  1,201,964   (21.9)
Kraft   $7,025,446   60.2   1,516,069   72.3   1,218,146   43.1 
Kraft Snackables   $5,973,021   10.9   1,493,648   (5.6)  862,492   (1.1)
Sorrento Stringsters   $4,553,930   (17.2)  911,110   (25.9)  825,143   (28.0)
Schreiber Weight Watchers   $4,503,584   13.1   1,066,540   9.6   666,588   9.6 
Kraft Polly-O   $3,905,887   10.9   525,091   1.9   698,550   (1.1)
Crystal Farms Cheezoid   $2,995,475   24.1   803,545   23.2   528,741   23.7

FRUIT DRINK  $159,256,900   0.1   75,364,050   (1.1)  5,195,367,000   (7.0)
Trop50   $31,119,490   10.6   9,868,666   6.5   571,458,200   5.9 
Minute Maid Premium   $27,317,310   (0.1)  14,465,170   2.8   1,082,537,000   (5.0)
Sunny D   $22,326,800   (11.5)  9,128,784   (10.3)  827,202,600   (22.3)
Welch’s   $17,387,500   (2.0)  7,030,830   (1.8)  449,973,100   (1.8)
Sunny Delight   $17,054,310   (7.6)  9,598,182   (10.1)  585,582,500   (9.5)
Tropicana   $11,141,260   8.9   7,275,471   9.2   465,630,100   9.2 
Bright & Early   $5,225,773   2.9   4,887,668   1.9   298,383,000   (2.8)
Private Label   $4,010,076   (6.9)  2,700,229   (9.9)  288,092,200   (11.0)
Dole Sensation   $2,464,763   (0.4)  1,022,761   0.1   65,456,680   0.1 

tHe DataBaNK

16 www.fdbuyer.com  MaY 2012





18 www.fdbuyer.com  MAY 2012

14%
Dollar gain by refrigerated 
“all other” side dishes (to 

$21,314,400). although second 
best-seller private label regis-

tered a 7.1% loss, the remaining 
top 10 brands saw good growth, 

particularly No. 4 Old el Paso 
(+3,158.2%).

6
Pounds of canned Spam con-

sumed by world record holder 
Richard levere in just 12 minutes. 
He achieved the feat on april 3, 
2004 at Spamarama, an annual 
celebration of all things Spam.

64.0%
Percentage of refrigerated soup 
volume sold with merchandis-
ing support during the most 

recent 12 weeks, highest among 
refrigerated subcategories (and 

9.6 percentage points more 
than a year ago). With the addi-
tional support, soup dollar sales 
jumped 5.9% during the period 

to $37,343,420.

14
Record number of Major league 
Baseball players that will earn at 
least $20 million this season. the 
New York Yankees, Philadelphia 
Phillies and Detroit tigers each 
have three $20 millionaires on 

their roster.

11.2%
Dollar gain by refrigerated cof-
fee creamer (to $301,074,400), 
the largest dairy department 

subcategory to register a double-
digit advance during the most 
recent 12 weeks. all five of the 
top sellers saw sales expand,

but No. 5 Bailey’s recorded the 
biggest jump (+115.5%).

$141
amount the average consumer 
planned to spend on Mother’s 
Day gifts last year — $35 less 

than they planned to spend on 
Father’s Day gifts.

GT’s Kombucha Synergy   $2,377,613   57.8   724,338   60.0   11,595,540   60.1

FLAVORED MILK/EGGNOG/BUTTERMILK  $152,053,500   (1.7)  66,794,170   (10.7)  214,448,700   (8.2)
Private Label   $53,318,510   0.9   23,942,960   (7.4)  92,648,380   (8.9)
Prairie Farms   $5,033,067   27.7   2,407,048   18.6   7,803,802   13.3 
Nestlé Nesquik   $4,704,735   (56.9)  2,566,892   (64.5)  3,096,059   (60.6)
Dean’s TruMoo   $4,229,934   1,342.5   1,835,262   1,911.3   6,316,339   1,417.0 
Horizon Organic   $3,583,103   3.0   809,223   (3.6)  3,168,627   (3.7)
Borden   $2,608,323   46.1   1,036,888   55.0   3,132,453   39.6 
Kemps Select   $2,448,439   8.7   1,054,331   10.5   5,649,960   12.7
Hood   $2,265,343   31.9   781,880   20.8   1,908,298   22.2 
Darigold   $2,240,951   0.9   1,261,735   (1.2)  2,189,901   (6.1)
Dean’s   $1,205,773   (77.6)  593,757   (78.5)  1,302,580   (84.1)

DINNERS/ENTREES  $126,223,700   0.2   22,380,890   0.3   25,630,760   (0.8)
Private Label   $28,406,490   (3.5)  5,012,143   (5.7)  5,877,229   (11.0)
Hormel   $20,629,270   (11.9)  3,588,183   (14.5)  3,699,631   (14.7)
Lloyd’s   $17,869,440   4.8   2,583,832   14.0   3,642,024   9.8 
Tyson   $8,613,222   (17.7)  1,835,832   (12.5)  1,665,525   (13.4)
Curly’s   $5,809,509   29.3   1,183,528   37.4   1,321,999   30.6 
Jack Daniels   $4,994,252   27.8   675,544   28.1   675,544   28.1 
Hormel Country Crock   $4,650,142   3.9   1,220,408   3.6   1,726,665   3.9 
Tony Roma’s   $3,554,421   (10.3)  322,011   (15.6)  473,360   (15.4)
Bob Evans   $2,298,617   (6.3)  536,238   2.6   575,485   6.5 
Sweet Baby Ray’s   $1,461,681   43.0   242,604   30.2   278,468   30.4

PUDDING/MOUSSE/GELATIN/PARFAITS  $117,358,100   (10.9)  47,586,540   (11.1)  54,243,300   (11.3)
Jell-O   $62,227,500   (11.6)  19,651,100   (13.2)  26,884,540   (13.2)
Kozy Shack   $22,267,690   2.7   7,837,733   (1.6)  10,284,430   (1.1)
Private Label   $10,583,490   (12.6)  4,052,106   (12.2)  5,710,548   (13.6)
Jell-O Temptations   $4,020,886   (55.6)  1,395,302   (52.7)  1,071,195   (57.6)
Swiss Miss   $3,291,011   (14.6)  1,248,362   (21.2)  1,861,149   (17.6)
Lakeview Farms   $2,563,167   61.2   1,419,771   48.5   1,407,075   60.1 
Señor Rico   $2,249,630   (11.7)  5,037,275   (8.1)  1,936,596   (11.0)
Kozy Shack By Request   $1,079,276   (11.0)  383,944   (8.7)  383,944   (8.7)
Reser’s   $876,767   (21.9)  315,318   (33.2)  389,091   (25.2)
Reynaldo’s   $781,277   7.9   707,621   9.5   349,708   10.5

PREPARED SALAD/FRUIT/COLESLAW  $116,792,000   (2.1)  50,972,950   (8.6)  46,743,260   (6.0)
Private Label   $50,978,120   5.3   16,520,410   0.4   22,183,370   (1.7)
Del Monte Fruit Naturals   $23,848,260   (10.4)  19,905,060   (11.7)  8,554,458   (12.1)
Reser’s   $11,562,300   14.7   3,330,704   8.1   5,520,825   9.2 
Del Monte Sun Fresh   $7,289,262   (7.1)  1,531,112   (18.0)  2,879,027   (8.0)
Cedar’s   $2,390,938   2.4   668,184   (1.1)  365,013   1.2 
Sundia True Fruit   $2,216,737   6.7   1,717,355   8.5   955,917   2.5 
Del Monte   $2,000,883   (42.1)  555,350   (63.6)  634,916   (46.8)
Fresh Express   $1,727,778   (14.7)  959,330   (14.9)  599,582   (14.9)
Mann’s Sunny Shores   $1,266,397   (5.6)  616,637   (5.5)  477,126   (5.8)
Mrs. Gerry’s   $684,843   8.9   163,121   0.2   206,869   1.3

APPETIZERS/SNACK ROLLS  $115,091,800   9.7   17,121,110   6.3   9,690,542   3.8 
AFC   $29,799,480   192.0   4,327,502   222.2   2,366,926   163.2 
Southern Tsunami   $29,154,360   (35.2)  4,093,614   (38.9)  2,545,745   (38.0)
Japanese Food Express   $10,672,680   112.4   1,583,503   104.1   807,027   102.7 
Hissho Sushi   $7,635,813   6.3   1,151,091   (1.4)  501,190   (1.0)
Kikka   $5,422,070   (0.4)  816,372   (8.3)  316,003   (8.5)
Fujisan   $5,278,570   14.3   862,074   19.6   567,629   9.6 
Private Label   $4,762,577   (33.4)  739,347   (40.3)  655,374   (18.7)
Sushi Avenue   $3,492,059   73.3   503,758   63.8   271,867   64.8 
Fujisan Chef   $2,395,577   84.3   373,875   79.5   216,256   70.0 
Ace   $1,899,092   (26.1)  284,907   (30.5)  136,539   (30.4)

DIPS  $113,841,200   2.3   42,741,020   (3.9)  35,139,740   (4.5)
Private Label   $23,912,990   (4.4)  8,925,203   (12.3)  8,014,386   (12.2)
Marzetti   $16,549,080   (0.4)  4,830,319   (3.8)  4,297,659   (3.2)
Heluva Good   $10,984,710   10.0   5,311,213   1.4   4,275,925   0.9 
Dean’s   $10,947,750   (2.2)  5,984,678   (6.7)  5,296,148   (6.0)
Wholly Guacamole   $6,653,487   (2.5)  1,830,694   (9.4)  1,120,061   (16.5)
Yucatan   $2,206,397   50.9   565,969   51.0   403,165   48.8 
Calavo   $2,202,209   13.4   551,753   14.2   389,147   7.6 

tHe DataBaNK
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tRaiNiNG
FOR  PROFIT 
 
Here’s how i made sure that store 
department heads were well-trained, 
and how this helped build sales, 
profits and morale. 

BY JOHNNY HaRRiS

First of all, thanks for the calls 
and e-mails on slotting. I 
can see we all have different 

views on this topic. I will share my 
thoughts on slotting and menu fees 
next month.

Training is very important for all 
departments in a grocery store. But 
if you survey the retailers you will 
find that the dairy and frozen depart-
ments are less likely to get adequate 
training. Most retailers look at dairy 
and frozen as cold grocery. I can tell 
you that a trained dairy and frozen 
manager can increase your sales and 
profits in the department. 

20% OF StORe PROFitS
Dairy and frozen sales are more 
than 16% of total stores sales and net 
profits are more than 20%. But in 
most cases they don’t have a depart-
ment manager. Most retailers use the 
first part-timer who comes in after 

school to work the departments. You 
think you are getting good rotation? I 
don’t think so! What you are getting 
is high reclaim!

I conducted a “product knowledge 
workshop” each year where we took 
the trainer on the road to different 
locations and invited all new depart-

ment managers to attend. 
A few weeks after one workshop, 

I got a call from one of the manag-
ers and he was so excited that he 
was able to help a customer without 
calling me. The customer asked him 
about the difference on the dates of 
milk. He told her one was fresh and 
the other one was UHT (made with 

ultra-high temperature processing). 
Then he explained the difference 
to her. She told him that she was so 
proud that her store took the time to 
train him. That had to be one of the 
highlights of my career. 
Here are the topics we covered:
•	 Your role as a department manager 

and what is expected of you.
•	 Why you should be concerned 

about safety.
•	 Why you need great customer 

service.
•	 Sales and profits.
•	 What really causes out of stocks.
•	 Why there are so many new and 

discontinued items. 
•	 Department resets and why they’re 

needed.
•	 Why there are so many changes in 

costs and retail prices.
•	 Planograms.
•	 What you should do with close-

dated product coming from the 
warehouse.

•	 Damaged product and how to han-
dle it. (You would not believe how 

many times I have seen a full case 
returned to reclaim due to one cup 
being damaged. This may be why 
your reclaim is high.)

CateGORY PReSeNtatiONS
I had my business managers from 
companies come in and talk about 
their categories. The list of categories 
is below, along with a few pop quiz 
questions for you. 
•	 Yogurt.
•	 Milk. (Here, department managers 

got to take a tour of a milk and ice 
cream plant.)

•	 Butter and margarine.
•	 All cheeses (Quiz question 1: How 

many pounds of milk does it take 
to make a pound of cheese?)

•	 Dough/Cookies. (Quiz question 
2: Have you ever had a customer 
tell you that she had glass in her 
dough? What was the real prob-
lem?)

•	 Pasta.
•	 Cottage cheese, sour cream and 

UHT milk.
•	 Eggs. (Question 3: How often does 

a hen lay an egg?)
•	 Orange Juice. (It always surprises 

me how few people know the dif-
ference between concentrate and 
not-from-concentrate, besides 
price!) 

•	 Organics; what makes a product 
organic. (Question 4: How long 
does it take to convert a conven-
tional dairy farm over to organic? 
Why do we have so many organic 
product shortages?)

•	 Pizza.
•	 Vegetables; steam-fresh was always 

a big discussion. (Question 5: 
What is the No. 1 item during the 
holidays?)

•	 Ice cream.
•	 Entrees.
Here are the answers to the five 
questions above: 
1. It takes just under 10 pounds of 

milk to make a pound of cheese.
2. The glass would turn out to be ice 

JOHNNY’S COlUMN

You think you are 
getting good rotation? 
I don’t think so! What 
you are getting is high 
reclaim!

JOHNNY HARRIS



Are you getting the most growth 
out of your novelty category?

Surround yourself with a proven winner!

Let us help you maximize your growth!

11 Years of continued growth!

*IRI 52 Wks End Feb 19 2012
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crystal from the salt. This is the No. 1 complaint.
3. A hen lays an egg about every 24 hours. Poor hens!
4. It takes three years to convert a farm over to organic. 

This causes some of the shortages.
5. Chopped broccoli is the No. 1 vegetable item during 

the holidays — at least it was for us.

KeY POiNtS
Each presentation by the vendors had to be generic 
and cover these points: 
•	 How the category is doing this year versus last year.
•	 What is the product and how is it made?
•	 Expected shelf life of the product.
•	 Rotation.
•	 Reclaim.
•	 Temperature.
•	 New items.
•	 Discontinued items.
•	 Complaints you may get, and how to handle them.

So remember! Good training is essential to increase 
your sales and profits… as well as a great way to boost the 
morale and confidence of your managers!  n

Johnny L. Harris, president of Johnny L. Harris Consult-
ing, Fort Mill, S.C., can be reached at 803-984-2594 or 
cmer0002@gmail.com. A long-time Harris Teeter execu-
tive, he is a former chairman of the National Frozen & 
Refrigerated Foods Association and a member of the 
Refrigerated Foods Hall of Fame. He is also the recent 
grandfather of twins. 

JOHNNY’S COlUMN

Grandpa Johnny
with Audrey, left, and Ava.

For more information, call Tampa Maid Foods at 800-462-5896, ext. 350 or visit us at www.tampamaid.com. You can also learn more about Margaritaville Seafood at www.margaritavillefoods.com.
Margaritaville is a registered trademark of Margaritaville Enterprises, LLC and is used under license.

Each bite is a
trip to paradise!

“Tidal waves out on the sea. I don’t know where I am gonna go when the volcano blow.”
 Margaritaville Calypso Coconut Shrimp Plump butter� y shrimp rolled in 
breadcrumbs and shredded coconut and served with a tropical mango chutney 
dipping sauce straight from the islands. Fun appetizer or easy meal.

 Margaritaville Jammin’ Jerk Shrimp Plump Peeled and deveined shrimp  
seasoned with authentic Caribbean jerk spices. Quick, easy skillet preparation. 
Serve alone, over rice, on a salad or in a wrap.
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 Margaritaville Calypso Coconut Shrimp Plump butter� y shrimp rolled in 
breadcrumbs and shredded coconut and served with a tropical mango chutney 
dipping sauce straight from the islands. Fun appetizer or easy meal.

 Margaritaville Jammin’ Jerk Shrimp Plump Peeled and deveined shrimp  
seasoned with authentic Caribbean jerk spices. Quick, easy skillet preparation. 
Serve alone, over rice, on a salad or in a wrap.

RaNDOM
NOteS
FROM
tUCSON
Dollar stores, the “Simply” trend 
and store tours Out West. 

BY WaRReN tHaYeR

“turn around, quick!” I 
yelled to Jamie Tenser, 
an erstwhile competitor 

from years ago when he was with 
Supermarket News. 

Now old pals, we were touring 
good, bad and ugly stores in Tucson, 
Ariz., and had just passed the 99 
Cents Only store you see in the photo 
here. It was the storefront signage 
that got my attention, so we headed 
back to investigate. 

Every-
one’s been 
talking 
lately 
about how 
dollar 
stores are 
grabbing 
more and 
more 
share of 
frozen and 
dairy, and 
this store 
had the 
audacity 
to promote both, in big letters right 
over its door. There were 12 refriger-
ated and dairy doors, and another six 
for frozen foods. Everything was 99 
cents, including the branded items in 
customized package sizes to meet the 
price point. There was even a gourmet 
and organic section. Really. 

We also toured a Sprouts, which 
was celebrating Earth Day and 
promoting Brown Cow yogurt (32 

ounces, two for $5), Sprouts cage-free 
brown eggs (two dozen for $6), and 
Amy’s Bowls (two for $7).  

At the Walmart, we spied “Simply 
Kraft” cottage cheese, “Simply In-
spired” Freschetta pizza and “Simple 
Sweets” from Sara Lee, all within a 
few minutes. It reminded of Kroger’s 
recent launch of Simple Natural and 
Simple Truth Organic. Could this be 
a trend? Simply amazing… n

Still more evidence of what the dastardly dollar stores are up to. 

ON tHe ROaD aGaiN



I’ve been kicking around this business 
for more than 25 years, and about the only super-
market chain I can think of that hasn’t had an “Oh 

my God!” moment in all that time is Kroger. 
You know what an “Oh my God!” moment is, don’t you? 

It’s one of those times when people in the industry wag 
their gums about how a company is about to go bankrupt, 
spin off divisions to survive, or be indicted for planogram 
algorithms that defy the laws of physics. (Yes, KKR did try 
to buy Kroger in 1988, but back then KKR was trying to 
buy everything that wasn’t nailed down.)  

Most people told me I’d made a good choice in 
selecting Cincinnati-based Kroger as our Retailer 
of the Year. They feel, as I do, that the company is 
a class act ⎯ hard working, honest, innovative and 
good at partnering. Besides, in this tough environ-
ment, Kroger’s earnings were up 15% in 2011. How many 
retailers can say that? 

‘GOOD GROCeR NatiONWiDe’
As one frozen food executive told me, “Kroger is in the 
grocery business, and not the business of just selling 
space… Kroger is a good grocer all across the country, 
with good demos, merchandising and advertising. They 
don’t use their power wrongly, so to speak, and they pay 

their bills on time. They hire good people, mostly with 
grocery experience rather than from a textile company 
or IBM.” 

While I have nothing against textile companies or 
IBM, I heartily agree with that assessment. What’s more, 
I never met anybody from Kroger whose company I didn’t 
thoroughly enjoy. Really. 

Okay, by now you probably think this is going to be one 
of those “Whoopee!!! Retailer-of-the-Year!!!” stories. Well, 
no. Did you notice earlier that I said “most people” liked 
the choice of Kroger? Some did not, and I’ll let them have 

their say also. And even the folk who love Kroger offered 
ideas about how the company could improve. But suffice 
it to say that the vast majority of comments I received 
were positive, which I consider appropriate for a retailer 
I’ve long admired.  

Sadly, Kroger’s PR people did not respond to a par-
ticularly ardent courtship on my part, and turned down 
my bended-knee interview request. But David Dillon, 
Kroger’s chairman and CEO, told securities analysts (not 

me) in a recent conference 
call that “Our relentless 
focus on our four keys ⎯ 
our people, prices, products 
and shopping experience ⎯ 
is why Kroger has achieved 
an industry-leading 33 con-
secutive quarters of positive 
identical supermarket sales 
results.” Couldn’t have said 
it better myself.   

Many of the vendors I 
interviewed ⎯ even those 
saying just splendid things 
⎯ didn’t want to be quoted 
by name, for fear of some-
how causing offense within 

Kroger or within one of Kroger’s competitors that they 
also call upon. 

The next several pages will discuss Kroger’s loyalty 

is our 
Retailer of the Year
it’s honest, innovative, good at partnering and completely 
lacking in ‘Oh my God!’ moments. 

BY WaRReN tHaYeR
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Kroger is promoting its speed of checkout in some mar-
kets. Consumer Reports recently said that shoppers’ No. 1 
complaint about supermarkets is lines at the checkout. 

‘Kroger is in the grocery business, and 
not the business of just selling space.’ 



program, private label, logistics, 
category management, et cetera.  

tHe lOYaltY PROGRaM
A dairy vendor says he is impressed 
with Kroger’s execution on loyalty 
cards, including both the offers them-
selves (five for $10, “buy cereal, get 
free milk”) and in-store execution. 

“Monthly loyalty mailings often 
provide strong offers to get people 

in the store (free eggs, 
etc.) and provide offers on 
items most recently pur-
chased,” he says. “I’m not a 
loyal shopper, but will go 
in to redeem these offers 
and pick up a few other 
(more profitable) items 
while in the store. The 
offers are probably profit-
neutral at a minimum, 
but they drive comp store 
numbers and increase 
fixed cost coverage.”

Jim Hertel, a partner 
at Willard Bishop, Bar-
rington, Ill., credits Kro-
ger’s joint venture with 
dunnhumbyUSA as cru-
cial to the chain’s success. 
(You’ll see an interview 
with a dunnhumbyUSA 
exec on page 36.) Unlike 
some retailers, he says, 
Kroger has been successful 
in getting vendor engage-
ment in its loyalty pro-
gram. The resulting con-
sumer insights have driven 
actionable strategies in 
marketing and merchan-
dising, Hertel notes. 

“The retailers that are 
going to win are those 
that are shopper-cen-
tered, and that describes 
Kroger,” he says. “Kroger 
sells access to its category 
and local data to vendors, 
providing a high degree of 
granularity. This in turn 
leads to precision collab-
oration on a broad range 
of applications.” 

W. Rodney McMullen, 
Kroger’s president and 

COO, recently told securities ana-
lysts that in Kroger’s fourth quarter 
last year, the number of loyal house-
holds shopping with the company 
increased, as did the total number of 
households. “Loyal household unit 
purchases and price per unit sold 
were both up in the fourth quarter 
compared with the same time last 
year. While our loyal customers are 

buying fewer items each trip, they are 
buying more on a monthly basis… 
Our identical sales growth among 
loyal households outpaced the 
growth for total households.” 

Vendors, after mild complaints 
about how much they pay for data, 
say they are impressed with how well 
Kroger works with dunnhumbyUSA. 
“All of their category managers 
continually preach to vendors about 

their need to participate in their 
LCM (Loyalty Customer Mailings) 
events,” says one supplier. 

Says another, “Kroger’s use of loy-
alty card data for assortment, promo-
tion and store segmentation allows 
us to get to know our end user in a 
way that no other retailer can match. 
We are able to target and tailor our 
efforts with Kroger in a much more 
effective and efficient way.” 

I made several trips to Kroger 
stores to spy on them and to buy 
private label items to photograph, so 
that we could critique the packaging. 
At each store, I confessed that, living 
in Vermont, I was one of the few peo-
ple in America without a Kroger loy-
alty card. The cashiers always smiled 
sweetly and said, “No problem, I can 
just use this one here.” So I always 
got the discount, thank you, and I 
corrupted loyalty databases ever so 
slightly in Arizona and Ohio. 

PRiVate laBel
Kroger’s private label makes up about 
27% of dollars and 35% of units, and 
it’s growing at a faster rate than the 
national brands. It’s hard to argue 
with that. One of the fastest-growing 
segments of private label at Kroger is 
natural foods. 

As McMullen said to securities 
analysts, “Our customers told us they 
want organic and natural products 
that are easily identified and afford-

With 2,435 supermarkets nationwide, Kroger’s 
sales rose by 10.2% last year to $90.4 billion. 
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‘Loyal household unit 
purchases and price per 
unit sold were both up 
in the fourth quarter.’

photo: Jerry Carter



Kroger’s private label 
makes up about 27% of 
dollars and 35% of units.

Cinderella Cheesecake Co., Inc. 
Riverside, N.J. 08075  •  800-521-1171  •  www.CinderellaCheesecakeCoInc.com

able. So we launched our new Simple Truth Natural and 
Simple Truth Organic brands in November, focusing 
first on milk and eggs, with plans to expand into other 
categories throughout 2012. Another successful growth 
category for corporate brands is yogurt. We’ve leveraged 
our manufacturing competitive advantage to accelerate 
the growth of our corporate brand Greek yogurts. Greek 

yogurt sales have doubled in each of the last three years, 
with Kroger’s offering outpacing the category in unit and 
dollar growth.”

Recently, the Kroger brand’s approximately 5,000 SKUs 
got updated packaging with more food beauty shots and 
lifestyle imagery. The consolidation of Naturally Preferred 
and Private Selection Organic into the Simple Truth ban-
ner also simplifies things and seems smart to me. 

Most private label vendors are enthusiastic about Kro-
ger’s program. Says one, “Kroger sets itself apart from a 
majority of competitors in the private label arena by truly 
promoting its brands. Plenty of retailers talk the talk; Kro-
ger delivers. They have a plan and they execute it. Kroger 

utilizes con-
sumer metrics 
and syndicated 
data effectively 
⎯ they under-
stand their own 

strengths and weaknesses and partner with their vendors 
to address both in a true continuous improvement pro-
cess. Kroger has a dedication to quality in their products/
brands, and in their private label execution as a whole.”

 Keep in mind, however, that some branded vendors 
told me that Kroger is indulging in an unfettered, promis-

cuous orgy of store brands that is seriously detrimental to 
Kroger, the consumer and American civilization.  

One vendor says Kroger needs more branded representa-
tion on its shelves: “Let private label stand on its own versus 
protecting it to a fault. Some new items won’t be considered 
because they might slightly affect PL. I have heard com-
ments like ‘too much private label’ from shoppers.”

And even a private 
label vendor complains 
that “Kroger doesn’t 
promote its private 
label like it does the 
brands. The category 
manager has the 
trump card over pri-
vate label, so it doesn’t 
get the display space 
and merchandising it 
deserves. A lot of items 
cycle through with-
out much of a chance 
to succeed. From a 
branded standpoint, 
they don’t give the 
small guy a chance; 
they want to play with 
just the big boys out of 
Cincinnati.”

You’ll see some of Kroger’s private label packaging 
critiqued by my old pal Craig Espelien in a few pages. Full 
disclosure: I’d asked another old pal, Bob Anderson, who 
used to head up private label at Walmart, to chime in as 
well. Bob didn’t like what he saw much at all, and I had 
to e-mail him back and say “Bob, for cryin’ out loud, I’m 
making these guys my Retailer of the Year.” He hadn’t 
known that, so we both decided to just let it be.  

lOGiStiCS
There was nothing but praise from all quarters for Kro-
ger’s logistics and warehousing. Its programs here are 
seen as a key part of the chain’s success. 

“As a logistics partner of The Kroger Company, we see 
first-hand their commitment to driving cost and ineffi-
ciencies out of their supply chain,” says Steve Tippmann, 
exec vp, Tippmann Group/Interstate Warehousing (www.
tippmanngroup.com), Ft. Wayne, Ind. “They are commit-
ted to reducing waste to ensure they can pass along these 
savings to their customers and business partners. 

“Kroger has made substantial commitments in their 
people, processes and supply chain systems and infra-
structure to ensure they are well-positioned logistically 
to compete and grow in the highly competitive grocery 
industry. In short, we see their execution mirror their 
strategy very well,” Tippmann says. 

A dairy vendor notes that “In our category, Kroger does 
extremely well with their warehouse distribution, which 
drives lower retails. Many of their competitors receive 
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Signs on the frozen food doors promote Kroger’s offer 
to redeem all manufacturers’ coupons — whether for 10 
cents or anything under $1 — for $1.



Chef Andrew Roenbeck is the Executive Chef at the Boca Raton 
Resort and Club, an exclusive Waldorf Astoria Resort on 356 acres 
in South Florida. The club property has 1,150 rooms, with another 
200 members-only rooms at the beach resort. 
There’s a spa, championship golf and tennis, 
expansive beach and a luxury marina. 
Pleasing the sophisticated and demanding 
clientele is no easy task, and Chef Roenbeck 
is careful to serve only the very best. “The 
very best” includes Cinderella Cheesecake. 
Here’s what he has to say about it. 
We have a unique property, with a 
well-traveled, high-end clientele. Many 
of them are from the northern tri-
state area (New York, New Jersey and 
Connecticut) and they understand what 
cheesecake is all about. It’s a discerning 
crowd, and everyone has a vision of 
what cheesecake should be. We’ve 
had nothing but rave reviews with 
Cinderella Cheesecake.  
From the start, I was impressed with 
the product’s quality and consistency. 
It is extremely creamy, unlike a lot of 
cheesecakes today that are made with 
stabilizer, gum pastes and preservatives. 
I was also impressed with the owners. 
They’re interesting people who take 
great pride in everything they do. 

NO CORNERS CUT
They source their cream cheese and eggs from Lancaster 
County in Pennsylvania, because that’s where they found 

the best 
quality. Alfred 
Rezende, the 
founder of 
the company, 
is an older 

gentleman who easily could have cut costs on ingredients. 
But he understands the importance of his recipe, which has a 

proven track record over many years. I give him credit — in 
a very competitive market, he has stuck with the ingredients 
that have made his company successful. 

Cinderella Cheesecake has many 
different flavor profiles, giving me a 
variety from which to choose. It’s a 
one-stop shop for cheesecake; I don’t 
have to source different vendors. They’re 
also very innovative. For example, I’ve 
done blind tastings of their new sugar-
free cheesecake (developed by Roy C. 
Mundy III, Rezende’s grandson and the 
company’s VP of Marketing and Sales) 
and it’s so good that people don’t even 
register it as sugar-free. They think it’s a 
regular product. 
Usually, sugar-free products have 
additives that make them spongy or 
gelatinous, but this product eats and 
tastes just like regular cheesecake. Now 
people with diabetes don’t have to 
sacrifice flavor and quality. It’s that good. 
I know the company has been selling to 
restaurants and fund-raisers for years, but 
now they are getting back into retail. 
It should be a great success. Cinderella 
Cheesecake is family-run, so you aren’t 
talking to nine people to arrange to get 
product. Setting up distribution for me, 

a chef at a large resort, was very easy. I’ve found them flexible 
and accommodating. 
As a chef, I have to find a balance between what is acceptable 
to outsource, and what I have to make in-house from 
scratch. Ultimately, a lot of what I do gets down to labor 
and productivity. When we did blind tastings of Cinderella 
Cheesecakes alongside cheesecakes I’d made from scratch here, 
you couldn’t tell them apart. I serve Cinderella Cheesecakes 
with confidence. I do love them, and so do my customers! 

For more information about Cinderella Cheesecake,
please see the next page. 

A D V E R T O R I A L
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Why a Top Chef Serves 
Cinderella Cheesecake
The Boca Raton Resort and Club serves just one brand of cheesecake, 

and the demanding and sophisticated diners rave about it. 

BY CHEF ANDREW ROENBECK

‘I’ve done blind tastings of their 
new sugar-free cheesecake and 
it’s so good that people don’t 
even register it as sugar-free.’ 

‘From the start, I 
was impressed with 
the product’s quality 
and consistency.’ 
—  Executive Chef 
Andrew Roenbeck



We recently paid a visit to Alfred Rezende, founder, who is still 
active in the business at 87, and his grandson, Roy C. Mundy 
III,  VP of Marketing and Sales at the Cinderella Cheesecake 
Company, Riverside, N.J.   

What makes your company special? 
MUNDY: We’ve been well-known in the fund-raising 
community for years, but we’re just getting back into retail now. 
It’s a rebirth for us. We have a hidden gem here with such a 

high quality product, and we’re excited. The 
industry has moved away from quality — 
adding fillers, flour, water, gelatin and cutting 
corners on quality to arrive at a low price. 
People are still price conscious, but more 
than anything want quality for their dollar.  
We haven’t compromised. 

REzENDE: I started using cream cheese 
from the Lancaster area in Pennsylvania, 
which is almost 90% farmed by the Amish. 
Mr. Hershey chose to put his factory 
there for his milk chocolate bars, for good 
reason. I haven’t found better cream cheese 
anywhere. A lot of cream cheesecakes crack 

when they are baked, but our supplier 
came up with a special formula just for 
us so that the cakes don’t crack. I used 
to get cream cheese by the bucket; 
now I get it by the trailer. 

MUNDY: We’ve noticed two unmet 
consumer demands that we intend to 

fill. One is demand for a diabetic cheesecake that actually tastes 
good. The other is a movement toward all-natural and whole 
foods. That’s why we’ve come out with a cheesecake that is all-
natural, gluten-free, trans fat-free and with no sugar added. It 
has zero grams of sugar. We showed this cake for the first time 
at a show in San Diego, and people stood in line just to taste it. 
The response was overwhelming! 

Where did the name 
Cinderella Cheesecakes come from?
MUNDY: After serving in the Merchant Marine during World 
War II, my grandfather met my grandmother in Portugal. 
When he was courting her, he would buy her sweets from 
the Cinderella Café there. He noticed that the owners treated 

everyone with 
the same respect, 
whether they were 
an adult spending 
$25 or a child 
spending five cents. 
It was important to 
his value system, and 
today we’re proud of 
the Cinderella name. 

REzENDE: My 
father had moved us 
to Portugal when I was seven, but he died a few years later. I 
left school to work on a farm when I was 10 so I could eat and 

pay the bills. In October of 1941, 
just before Pearl Harbor, I moved to 
Philadelphia. I was 16, with 98 cents 
in my pocket and my dad’s hand-
me-down clothes. When the war 
came, I joined the Merchant Marines 
and served until 1948. Afterward, 
in Portugal, I met my wife and we 
got married in 1949. We moved to 
Philadelphia, and I opened a superette. 
That was the start. 

MUNDY: In 1965, after the 
neighborhood deteriorated and 
competition from supermarkets 
took its toll, he moved across the 
river to Riverside, N.J. That’s where 

he began making chocolate-covered frozen bananas and other 
treats. When a large supplier began competing with him, my 

grandfather turned 
his attention to baked 
goods, including 
cheesecakes, which 
really sold well.

REzENDE: We 
first made them in a 
pizza oven, and soon 

I was traveling around and adding brokers in New Orleans, San 
Francisco, Chicago, Milwaukee and Florida. By coincidence, 
our mailman was a scoutmaster and he needed something 
for a fund-raiser. We sold more than 1,000 of them! Then a 
schoolteacher wanted some, and then a nun wanted them as 
a fund-raiser for her school. Eventually, it just took off. Today, 
we’re happy to also be getting back into retail. 

A D V E R T O R I A L

Cinderella Cheesecake
Returns to Retail

Cinderella Cheesecake Co., Inc. 
Riverside, N.J. 08075  •  800-521-1171  •  www.CinderellaCheesecakeCoInc.com

After years of selling to restaurants and 
fund-raisers, this gourmet cheesecake 
supplier is getting back to its retail roots. 

Cinderella Cheesecake
has 300,000 cubic feet
of warehouse freezer
space, its own trucks,
and distributors in most
of the country.

Rezende served as a 
Merchant Marine dur-
ing World War II.

Alfred Rezende, left, with his 
grandson, Roy C. Mundy III, 
at a recent show in Las Vegas.

For more information about Cinderella Cheesecake, please see the previous page.
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their product by direct store deliv-
ery, which results in the distributor 
marking our product up by 10% to 
15%. By eliminating the distributor, 
Kroger is able to offer a better retail 
while also allowing Kroger to pocket 
some of the distribution fees.

“Kroger’s replenishment system 
is extremely efficient. On a typical 
week, we experience only about a 3% 
out-of-stock rate. Most retailers are 
double that number. Keeping product 
on the shelf results in greater sales 
and happy customers for Kroger,” the 
dairy vendor says.

Says another: “In conjunction with 
Market6 (www.market6.com) Kroger 
is using cutting-edge technology 

in POS analysis. They are currently 
testing the use of data to improve 
on inventory management at both 
warehouse and store level. This will 
reduce lost sales and increase their 
ROI in inventory management all 
while also improving customer satis-
faction.” 

Still another supplier weighed in 
on Market6, saying “It was a smart 
decision for Kroger to begin sharing 
their store level sales data through 
the Kroger DemandView Portal. This 
has definitely helped us identify op-
portunities at store level as well as in 
the supply chain.”

I’ve known the folks at Market6 
since I was in knickers. Incredibly 

smart, witty as hell, and fun guys 
to close a bar with. They work to 
make data useful and profitable (nice 
concept!), and they provide Kroger 
and its partners with visibility into 
the supply chain in real-time. Cool 
stuff, and something Kroger’s trading 
partners really like. (Not just saying 
that because Bill and Ed are friends.) 

CateGORY MGt.
& PaRtNeRiNG
Here, too, Kroger shines, in the eyes 
of its trading partners. They cite 
straightforward honesty, uncompli-
cated programs, speed to shelf, solid 
nationwide execution of new plano-
grams (often in two weeks or less), 

planogram integrity over 
time and good assort-
ment decisions. 

Says a frozen vendor:  “Kroger does 
well with their product selection and 
does not dilute a category with items 

that are not needed simply for slotting 
fees. The products typically on their 
shelves deserve to be there and have 
proven themselves with sales results.”

Ben Sprecher, founder and vp-
marketing at Incentive Targeting, 
Inc. (www.incentivetargeting.com), 
Cambridge, Mass., believes that the 
most important thing Kroger does is 
operate its entire business in a cus-

tomer-centric way. (His firm partners 
with retail chains to provide targeted 
marketing services to manufacturers. 
Ben is also a braintrust panelist on 
retailwire.com.) 

“They focus on delivering relevant 
offers, products, merchandising, 
and promotions to their best shop-
pers, and on cultivating long-term 
relationships with those shoppers to 
expand baskets and increase trips,” 
he continues. “As Kroger’s financials 
demonstrate, this is a winning strat-
egy, and one that is amazingly rare 
among food retailers. 

“Most retailers expend significant 
effort (and money) on untargeted 
marketing and promotion, and trying 

to drive trial. And the 
norm in the industry is 
to direct trade dollars 
towards ‘stack ‘em high 
and let ‘em fly’-type 
TPRs. Few retailers ask 
the obvious next ques-
tions: “WHO is buy-
ing those products on 
special? Are they core 
shoppers or cherry-pick-
ers? Do they come back 
to buy again?

“Further, most con-
versations at a typical 
grocery chain between 
buyers and brands 
center around slotting 

fees, ad fees, golf tournaments, new 
product intros, etc., not around the 
one key question that every retailer 
should be asking in every interaction 
with every brand: ‘What are YOU 
doing to drive business with my best 

shoppers?’ Kroger is a notable excep-
tion,” Sprecher says. 

A couple of vendors complain, 
however, that Kroger changes cat-
egory managers like undershirts ⎯ a 
complaint I’ve heard about every re-
tailer over the years. “We are working 
with our fourth category manager 
in 24 months,” says a dairy supplier. 
“By the time they are beginning to 
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‘Kroger does not dilute a category with items 
that are not needed simply for slotting fees.’

‘Kroger’s replenishment system is extremely 
efficient. On a typical week we experience only 
about a 3% out-of-stock rate.’



DE WAFELBAKKERS
FROZEN PANCAKES

www.dwb.net |  DeWafelbakkers |  DWBpancakes
© 2012 De Wafelbakkers, LLC All Rights Reserved

STOP BY OUR BOOTH #2448 AT IDDBA

Super Taste. Super Value.
•  Deliciously light and fl uffy

•  Made with fresh, wholesome ingredients

• Only 60 seconds from freezer to table

•  Available in buttermilk, maple, 
blueberry and fun-sized minis

•  50% more in the bag 
(compared to competitors’ 12 count boxes)

Stock De Wafelbakkers in your frozen breakfast section today. 
Call Bob Savage at 704-975-4084.



understand their category, they are 
moved to another desk.”  
et CeteRa
• “Kroger is pushing speed of check-
out here in Atlanta ⎯ ‘we get you out 
fast.’ They’ve tapped into a concern 
that we always hear shoppers express 
in our surveys ⎯ I want to check 
out quickly. They are the only player 
here with self-checkout ⎯ Walmart 
removed theirs; Publix and Ingles 
never had it.”  ⎯ Dr. Stephen Needel, 
managing partner, Advanced Simula-
tions, Woodstock, Ga., and brain-
trust panelist on retailwire.com. 
• “They’re working hard to be regional 
and local. I liked it better when they 
did their buying in separate places 
instead of having centralized buying, 
but they try to be sensitive, and have 
kept people who can make local deci-
sions. There is a different product mix 
in each division, and in their differ-

ent clusters. That’s not like Walmart, 
where one person makes decisions for 
the whole country, sometimes without 
a lot of experience.” ⎯ Frozen food 
company president. 
• “When negotiating promotional 
contracts, corporate tells vendors that 
there is 100% pass-through on allow-
ances. After the contract is approved 
and sent to the divisions, many divi-
sions are only passing through 50% 
of the allowance, which results in 
significantly lower sales and a poor 
ROI for that deal. Corporate says that 
each division makes its own pricing 
decisions and if we don’t like it, then 
don’t run any more promotions in 
that division.” ⎯  Dairy vendor. 
• “Kroger has a clear strategy that is 
shopper-first, from the CEO to the 
buyers.” ⎯ Vendor.  
• “They have done a great job of 
learning from the acquired compa-
nies rather than forcing the corpo-
rate way on them. For example, their 
non-foods operations and merchan-
dising prowess improved across the 
chain after the Fred Meyer acquisi-
tion.” — Dan Raftery, president of 
Raftery Resource Network, Antioch, 
Ill., and contributing editor at Frozen 
& Dairy Buyer. 
• “Kroger is an extremely generous 
company that gets behind its phil-
anthropic causes 100%. Its compre-
hensive approach to cause marketing 
includes associates, suppliers and 
shoppers, and results in success-
ful programs for everyone involved, 
most importantly the charitable 
organizations.” ⎯ Dairy vendor. 
Last year, Frozen & Dairy Buyer 
honored Kroger as a Retail Patriot 

for going “above and beyond the call 
of duty” in supporting our troops 
and veterans. Like I said, it’s a class 
operation. 

a leSSON iN 
‘MaRKet SHaRe’
Here are excerpts from comments 
made by David B. Dillon, Kroger’s 
chairman and CEO, in a conference 
call with securities analysts on March 
1. He was responding to a question 
about why Kroger has been less hurt 
than others by channel shifts in con-
sumer spending. 
Instead of looking at traditional su-
permarkets (as market share compet-
itors), we look at the pie as being a lot 
bigger than that. We look where our 
customers spend their money. And 
because we look at it that way, our 
battle has been for a market share 
of that bigger pie… Our objective is 
to solve what the customer needs 
solved and not to solve maybe what is 
a traditional supermarket equation. 
And that line of thinking actually has 
led us down this path of Customer 
First. We’ve talked a lot about it, and 
it sounds more like marketing words, 
but actually, we genuinely mean it… 
We invest in the ways that we believe 
are meaningful to our customers. 
We save money in places that don’t 
matter to the customer and reinvest 
it in the places that do…  The gro-
cery industry as we all grew up in it 
really doesn’t exist anymore… We 
don’t think of that as our industry. 
We don’t have a real good name for 
it other than food, but it is a broader 
industry than just the traditional 
food industry.  n

KROGeR at a GlaNCe
Headquarters: Cincinnati
Website: Kroger.com 
Chairman and CEO: David Dillon
2011 Sales: $90.4 billion, up 10.2%*
2011 Earnings: $1.2 billion,** up 15%
2012 Projection for Identical Super-
market Sales Growth: 3.0% to 3.5% 
New Jobs Created in Past 5 Years: 
29,000
Number of Supermarkets: 2,435
Banners: Kroger, City Market, Dillons, 
Jay C, Food 4 Less, Fred Meyer, Fry’s, 
King Soopers, QFC, Ralphs and Smith’s, 
among others. 
Food Processing Plants: 39
Recent Honors: ‘Most Generous 
Company in America’ (Forbes magazine), 
for supporting hunger relief, breast 
cancer awareness, the military and their 
families, and more than 30,000 schools 
and grassroots organizations; ‘Retail 
Patriot’ (Frozen & Dairy Buyer); named 
as one of the top 50 organizations for 
multicultural business opportunities; 
named to membership in the United 
States Hispanic Chamber of Commerce 
Million Dollar Club.
*Including fuel. Without fuel, sales rose 
5.0%. 
**$602.1 million if you count the effect 
of pension consolidation. 

32 www.fdbuyer.com  MaY 2012

A recent store flier promotes 
multiples, an app for Android 
and iPhone users and an offer 
to redeem manufacturers’ cou-
pons above their face value. 
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A CHAT WITH 
dunnhumby
Kroger’s partnership with 
dunnhumbyUSa has helped the 
retailer and its vendor partners 
build loyalty. Here’s a peek behind 
the scenes. 

You can’t have a conversation 
about Kroger for long 
before somebody brings up 

dunnhumby, which describes itself 
as “the leader in personalizing the 
world’s experience of retailers and 
brands.”

dunnhumbyUSA, established in 
2003 as a joint venture of Kroger 
and London-based dunnhumby, is 
widely credited with helping drive 
Kroger’s strategic consumer insights 
and its successful loyalty program. 
dunnhumbyUSA’s Cincinnati office 
works especially closely with the 
retailer and its vendor partners. We 
spoke with Saundra Linn, senior vp of 
client leadership at dunnhumbyUSA, 
on how her company’s approach to 
putting the customer first in business 
improves clients’ sales, profit margins 
and brand value. 

Linn is no stranger to Kroger, hav-
ing held several key senior positions 
there during her career, including 

group vp of retail operations and 
director of finance at corporate 
headquarters. 

How has the state of the art in 
consumer insights changed?

The old way in retailing was to do 
a lot of attitudinal research, listen to 
what people said they did, and con-
sider things like ethnic background 
or geography. These are important 
things to understand and we are not 

discounting demographics, but today 
we also look at how actual customer 
behavior changes based on actions 
taken by the retailer. You 
can then be so much more 
knowledgeable on what 
your next move should be 
to build more loyalty. 

Can you elaborate on 
how you think about 
loyalty?

It’s looking at the fre-
quency with which custom-
ers shop, what part of their 
basket spend you get, and 
satisfying their needs so 
that you get more of their 
business over time. With 
the proper insights, you 
can determine if you are 
meeting more of customer needs over 
time, whether they are visiting more 
often, or buying more from a particu-
lar category. 

How do you work with retailers 
and their vendor partners? 

We provide analytics – dig-
ging into the data, and creating the 
dynamics where retailers and CPGs 
(consumer packaged goods compa-
nies) can take specific actions that 
are good for both of them. Tradition-
ally, CPGs have been more focused 
on additional cases in their brand, 

while retailers want their own sales 
and profits. We create a common 
language around an understanding 
of what customer trends are, so both 
retailers and CPGs can rally together 
to build loyalty for brands and the 
store. This is the fun part – creating 
win-win. 

It starts with understanding how 
customers engage in different cat-
egories and at what levels, based on 
things like how price-sensitive they 

are, or which products they buy. This 
helps us understand their lifestyles 
and where they are engaged more or 

less within 
categories 
and even 
across catego-
ries. We then 
find opportu-
nities to grow 
that engage-
ment over 
time across 
the whole 
customer 
basket. 

Even with 
loyal custom-
ers, there 
is a lot of 

upside to meet more of their needs 
whether it is additional variety within 
a category or expansion to additional 
categories. When a retailer tweaks 
assortment, promotion or pricing, 
how do different customers respond? 
We can adjust tactics over time to 
increase basket size over the previous 
year, and get more loyalty for both 
the retailer and the CPG. 

Can you talk a bit about 
promotion?

Customer insights help you 
understand which products re-
spond better to promotion. In some 
categories, promotion can drive 
additional purchases more than in 
others. Some categories or items 
may respond better to EDLP ver-
sus high-low, and vice-versa. If you 
understand that, you can invest 
precious promotion dollars in a way 
to build customer loyalty over time. 
You can discover which products are 
more important to put on the front 
page of your ad, how to get more 
people to buy across the entire store, 
and the types of promotions to get 
customers to increase their visits to 
a category. Or, maybe the number of 
visits are fine, but you want them to 
buy more units when they do visit 
the category. Customer insights here 
keep you from making mistakes, and 
help you hone in on the best ap-
proaches going forward. n

Even with loyal customers, there is a lot of 
upside to meet more of their needs. When 
a retailer tweaks assortment, promotion or 
pricing, how do different customers respond?

SAUNDRA LINN
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KROGER’S PL, 
CRitiQUeD
Our resident private label expert likes most of what he 
sees, but notes there is room for some improvement. 

BY CRaiG eSPelieN 

i am a big admirer of Kroger, its merchandising and 
overall private brand focus. It continues to improve 
performance through its use of data and information 

and its focus on extending its private brands into more 
and more sectors. All good companies need to keep a 
firm hand on the brand architecture, design and total 
product image for every product in their lines. 

While I see a few opportunities for improvement in the 
packaging on these pages, Kroger does a very solid job of 
creating products and packaging that trigger the consum-
er purchase decision. 

A quick caveat — this is a single person’s opin-
ion (backed by years of research into why and how 
consumers select stores, products and brands) about 
Kroger’s retail brand. This is a limited sample set, but 
likely indicative of the overall feel of the program. Ad-
ditionally, this is done only in frozen and dairy catego-
ries, so there may be some variations not picked up in this 
assessment that occur in other departments.

n Kroger Self-Rising Crust 3 Meat Pizza: The 
overall design, while a bit blocky, provides the consumer 
with an appeal-
ing product shot 
as the hero of the 
package. This is 
backed up by a 
description of 
what the product 
is (read No. 2, or 
the second thing 
your eye goes to 
on the package) 
and a party feel. 
See all of those 
folks having fun? 
I think somebody 
just got Yahtzee! The red, white and blue adds a patriotic 
feel. This is a strong package — it delivers the right value 
message to the consumer.

n Kroger Deluxe Churned Reduced Fat Ice 
Cream: I am not as big a fan of this package. The light 

blue does not really 
set the product off 
as well as some 
other colors might 
and I am not sure 
that the color 
connects me to the 
healthy benefits of 
the item. With flavor 
being such a big piece 
of consumer choice in 
ice cream, flavor here is 
given at best the No. 3 read (I could argue that it is fourth) 
behind the total package feel, the churned aspect and the 
no-sugar-added. The swirls used to indicate the churn, 
in my opinion, only serve to weaken the entire package 
as the light blue and the gradations tend to wash out the 
impact I would want from this product.

n Kroger Refrigerated Cinnamon Rolls (reduced 
fat): I like the bold red color as a contrast to the blue that 
dominates this segment on the shelf. But the light green 

on the left side of 
the package weak-
ens it. My guess is 
that lighter tone 
is again indicat-

ing the reduced-fat 
benefit. But having reduced fat 

as the No. 2 read, after the hero shot, should 
have been sufficient to warrant a stronger color. Overall, 
this package will appeal to consumers and stand out on 
the shelf, which is really what we want our products to do, 
right? I also might want to beef up the Kroger logo size. 
On smaller packages, it is best not to keep a hard ratio 
of logo size to print size. Make sure the logo is always 
prominent, even if that means bending the rules in the 
packaging SOPs. 

n Private Selection Lobster & Shrimp Ravioli: 
Full disclosure: I am a sucker for lobster ravioli! I like 
this package — it is 
simple in layout and 
has two aspects of 
“Product as Hero:” — 
the beauty shot and 
the small but neces-
sary window on the 
bottom allowing the 
consumer to see the 
size of the ravioli. 
Kudo’s to the Kroger 
design team here — 
many designers would 
have missed this. I also 
like the wood table 
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in the background; this relieves 
any issue with the use of black as a 
dominant color on the package. I 
have found that black feels fresh on 
day one, but becomes very ordinary 
very quickly as consumers see it 
on the shelf every day. Finally, the 
logo placement and size, combined 
with the typeface and positioning 
give this package an understated yet 
elegant feel. Very well done!

n Private Selection Blueberry 
Peach Panna Cotta: The ex-
cellent work done on the ravioli’s 
does not quite carry across to the 
panna cotta. The package layout 
compromises the understated 
benefits of the previous package. Its 
stacked logo and name shows more 
rigorous adherence to a design 
guide. This undermines the more 
unique nature of the product and 
the brand. This weakness is not, 
however, a fatal flaw as the beauty 
shot still comes across very nicely. 
However, it is not enhanced by the 
background (which becomes too 
dark with not enough texture). 
Another small piece  — the net 
weight statement seems misplaced. 
I would expect it on the right, giv-
ing the package a bolted-together 
feel, almost like the two halves were 
created separately and only came 
together at the end.

n Private Selection Belgian 
Waffles: This 
package shows 
some of the 
good from the 
ravioli pack-
age — ribbon 
wrap used for 
the logo and the 

product name, making the beauty 
shot that much more appealing. But 
once again, the net weight state-
ment seems to be in an odd spot 
– giving the package an unfinished 
look. The total photo is very appeal-
ing, providing the consumer with a 
feeling of product quantity as well 
as quality. The woodgrain in the 
background again provides tex-
ture, alleviating the dark issues we 
observed on the panna cotta. This 
package also shows that the design 
team could have done a landscape 
rectangle better than they showed 
on the panna cotta. I think I will go 
out and get some waffles — these 
are very appealing.

n Kroger Value Chocolate 
Marshmallow Frozen Dairy 
Dessert: Two quick notes – this 
package is bi-lingual which none 
of the other packages have been 
and the color scheme is close to the 
pizza packaging. That makes me 
wonder if they are not too close, 

or if the pizza is an extreme value 
pizza. I am always cautious about 
using the parent brand (Kroger) and 
modifying it with a lower quality 
term like “value.” There is a big risk 
in cheapening the parent or creat-
ing confusion on what the brand 
stands for. It is always more advis-

able to enhance a 
brand to a higher 
level — it will 
tend to raise the 
quality percep-
tion of all items 
under the parent. 
The beauty shot 

is nice for what it is — a value ice 
cream — and the overall package 
is a pretty solid entry into the OPP 
(opening price point) arena. There 
are, unfortunately, not enough milk 
solids in this product to call it ice 
cream (I have not reviewed the nu-
trition panel or the ingredient deck, 
but assume this from the fact that it 
is labeled a “frozen dairy dessert.”)

n Kroger Simple Truth 
Organic Plain Soymilk: 
Hmmm… a pretty grim-looking 
package. While I know those are 
soybeans, 
they look 
like peas at 
first glance. 
The brand is 
not strong, 
the logo is 
weak and this 
label does 
not exude 
“natural” or 
“healthy.” This 
one is clearly 
a do-over. I’ve 
never been 
a fan of too 
much white 
on the pack-
age. I know it is fashionable for 
the “clean” look but I feel it looks 
too generic. Washed-out colors 
plus white equals a washed-out 
package look on the shelf. There 
is no single design element that 
causes this package to “jump.” 
The pattern in the red top has 
no purpose, and there are no 
clear reads on the package.  n
 
Craig Espelien (cespelien@trustcpi.
com) is vp of Consumer Products, 
Inc., a sales and marketing group 
focused in building sales with small- 
to mid-size branded manufacturers 
and helping private brand manufac-
turers commercialize new products 
in the food, drug, mass, club and 
dollar channels. He can be reached 
at (612) 216-5204. 
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WHY 
THEY SHOP
KROGeR
Beyond the usual ‘location, price 
and selection’ attributes, Kroger 
really differentiates itself with 
its frequent shopper card and gas 
rewards program. 

it’s no surprise that location, 
price and selection are the three 
top reasons shoppers choose to 

buy their groceries at Kroger. That’s 

true for most supermarkets. The 
things that really set Kroger apart, 
however, are its frequent shopper 
card and gas rewards program. 

Check out the data from last 
August’s Monthly Consumer Survey 
from BIGinsight (www.biginsight.
com), Worthington, Ohio. Kroger’s 
frequent shopper card was cited by 
48.3% of its shoppers as a reason 
they choose to buy their groceries 
at the chain. That’s nearly triple the 
national average. And the related gas 
rewards program? It’s cited by 55.4% 
of Kroger shoppers, nearly four times 
the national average.  

Kroger also scored above the na-
tional average for its price, selection, 
location, quality, service, advertis-
ing, produce, meat/seafood, organic/
whole foods, store appearance and 

store layout. Not shabby at all. 
Our chart offers a comparison 

of Kroger, Safeway and Walmart as 
compared with national averages. 
Those national averages are based 
on a survey of 8,632 adults, provid-
ing a margin of error of +/- 1.1%. 
Here’s a breakout of the number 
of survey respondents who chose 
different stores as their first-choice 
grocery retailer: Kroger, 617; Safe-
way, 277; Walmart, 1,770.  

You can get a good handle on 
who shops these stores, and where 
their loyalties lie, by drilling down 
further into the data. According to 
an analysis by BIGinsight, Kroger 
shoppers spend an average of $284.24 
monthly on groceries, versus $274.31 
for Safeway and $285.64 for Walmart 
and $277.00 for the national aver-
age. Kroger shoppers had an aver-
age annual income of $52,004, just 
under the sample’s national average 
of $54,538. 

Within the past 90 days, Kroger 
shoppers said they also visited six 
other retailers for groceries in the 
double digits: Walmart (62.6%); Sam’s 
Club (21.6%); Target (19.8%); Mei-
jer (19.0%); Aldi (16.3%) and Publix 
(12.2%). n

NET PROMOTER 
SCORe: 42.1%*
Kroger had a Net Promoter Score of 
42.1%, or just over 10 points above 
the national average for a super-
market, indicating strong shopper 
loyalty.  

To arrive at the Net Promoter 
Score, customers are asked to rate, 
on a scale from 0 (not at all likely) to 
10 (extremely likely) the probability 
they would recommend their store of 
choice to friends. 

10 and 9 responses indicated 
Promoters; 8 and 7 responses are 
Passives; and 0 through 6 are De-
tractors. The Net Promoter Score 
is calculated by subtracting the 
percentage of Detractors from the 
percentage of Promoters. 

KeY attRiBUteS
USeD FOR CHOOSiNG StOReS

Responses by shoppers of different chains, asked why they buy 
their groceries where they do. Tinted numbers show where Kroger 
scores above average. 
  avg. of 
GeNeRal adults 18+ Kroger Safeway Walmart
Price 73.1% 74.7% 68.4% 91.2% 
Selection 54.9% 67.0% 59.1% 58.2%
location 70.5% 81.4% 86.3% 69.0% 
Quality 45.5% 55.0% 52.7% 32.2% 
Service 26.5% 31.6% 34.7% 16.6% 
Advertising 12.6% 16.1% 15.8% 7.7% 
One-Stop Shopping 30.7% 25.5% 24.8% 57.1% 
DePaRtMeNtS
Bakery 15.7% 15.0% 18.8% 15.8% 
Deli 17.2% 16.6% 16.2% 16.5% 
Ethnic Foods 5.4% 3.3% 5.0% 4.3% 
Fresh Produce 31.8% 37.8% 40.8% 24.7% 
Meat/Seafood 25.1% 29.4% 29.3% 17.5% 
Organic/Whole Foods 7.6% 8.2% 9.9% 5.0% 
Prepared Meals 8.0% 6.8% 9.6% 9.9% 
SeRViCeS
Fuel/Gas Rewards 14.4% 55.4% 26.5% 4.4% 
Frequent Shopper Card 17.7% 48.3% 41.1% 2.4% 
Knowledgeable Employees 11.3% 10.9% 17.0% 6.7% 
Store Appearance 20.2% 24.5% 26.2% 15.7% 
Store layout 21.3% 26.5% 27.5% 20.2% 

Source: BIGinsight Consumer Intentions & Actions (CIA) Survey, August 2011. 
The sum of the % is greater than 100% because respondents can select more than one answer.
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Kroger’s score is well above Walmart and Safeway. To 
put it into further context, Publix has a net promoter 
score of 61.0%. 

 BIGinsight also drilled down on individual Kroger 
banners, and although the sample sizes were smaller, 
there were hints of differences. Ralphs had the lowest net 
promoter score among the banners; King Soopers had the 
highest. This seemed most heavily tied to respondents’ 
perceptions of price, gas rewards and the frequent shop-
per program.

“Kroger is the leading merger and acquisition success 
story of the grocery industry over the past 25 years,” says 
Roger Saunders, managing director at BIGinsight. “The 
balanced centralization/decentralization tactics of Dave 
Dillon, Kroger CEO, and his team have brought out the 
best in associates scattered across the country. That likely 
has a good deal to do with the fact that Dave, an attorney 
by degree, grew up in the business and spent time in the 
operations, merchandising, and marketing units of many 
of these banners. Kroger has found like-minded leaders 
like this throughout the organization.

“Dave ‘bleeds’ Kroger and the business. He relishes 
walking stores, seeing the details (without getting stuck 
down in the mud). He is always looking for ways to help 
his associates better serve the customer.  He’s a quality 
guy, and a great leader.

“Kroger wisely held onto strong local banners that en-
joyed years of support. It is reflected in industry-leading 
Net Promoter Scores among many of those banners – 
King Sooper, Fred Meyer, Smith’s, Fry’s, Food-for-Less, 
and Kroger. The best ideas are readily shared, not forced 
down the throats of merchandisers and marketers. The 
result is you see these banners showing up in high regard 
for Price, Location, Service, strength in Fresh Produce, 
and Meats. Several, Fred Meyer and King Sooper, also 
shine in terms of Organic and Whole Foods. Look for 
that type of ‘learning’ to be passed to brethren from other 
banners.

“I recall Kroger executives in the mid-90’s saying that 
they knew Walmart would surpass them in terms of total 

grocery sales by the end of the decade. They didn’t play 
the role of ‘ostrich’. Instead, they began to lay the plans 
to compete on their terms in merchandising, pricing, 
generic products, partnerships with vendors, and proper 
allocations of products within the store to meet the 
changing consumer base and household units.”  n

CONSUMER REPORTS
GiVeS KROGeR a ‘B’ 
For the most part, Kroger ranked in the upper middle 
of supermarket ratings published in the May issue of 
Consumer Reports. Based on reader scores covering ser-
vice (satisfaction 
with employee 
courtesy and 
checkout speed), 
perishables 
(quality of meat 
and produce), 
price, cleanli-
ness and other 
factors, here’s 
how different 
Kroger ban-
ners ranked: 
Fred Meyer, 
13th, with 
80 out of 
a pos-
sible 100 
points; 
King Soop-
ers, 14th, with a score of 80; 
Fry’s, 18th, with a score of 79; Kroger, 26th, with a score 
of 77; Smith’s Food & Drug, 31st, with a score of 76; and 
Ralphs, 43rd, with a score of 73. Fifty-two stores were 
rated. Some stores received the same score, but we went 

by Consumer Reports’ rank order.
Wegmans, Trader Joe’s and Publix were the top 

three supermarkets rated, with scores of 88, 86 and 
85 respectively. By comparison, Shaw’s, Walmart 
Supercenters and Pathmark came in at the bottom, 
with scores of 69, 69, and 68 respectively. 

Consumer Reports says its ratings are based 
on 24,203 responses of its readers between April 
2010 and April 2011.  

The most common complaint among the shop-
pers was long lines at the checkout, cited by 27% 
of respondents. Next came congested or cluttered 
aisles, followed by advertised specials that were out 
of stock.  n

How likely is it that you would recommend this 
store for groceries to a friend or colleague? 

  avg. of 
type adults 18+ Kroger Safeway Walmart
Detractors 20.3% 14.4% 21.8% 23.9%
Passives 28.1% 29.0% 34.5% 26.9%
Promoters 51.6% 56.5% 43.7% 49.2%
Net Promoter Score* 31.3% 42.1% 21.9% 25.3%

Source: BIGinsight Consumer Intentions & Actions (CIA) Survey, August 2011. 
Net Promoter, NPS and Net Promoter Score are trademarks of Satmetrix Systems, 
Inc., Bain & Company, and Fred Reichheld.
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NFRa CONFeReNCe

HARRIS TEETER 
GROWS SHARE
exec discusses pricing, private label,
store formats and electronic mar-
keting at meeting in arizona.

BY WaRReN tHaYeR

Matthews, N.C.-based 
Harris Teeter is using a 
modified high-low pric-

ing strategy and new store for-
mats to grow its market share in 
the Southeast, according to Rod 
Antolock, exec vp of operations and 
merchandising. 

Antolock, speaking at last month’s 
Executive Conference of the National 
Frozen & Refrigerated Foods As-
sociation, held in Tempe, Ariz., also 
discussed private label, electronic 
marketing and meal solutions. 

He described Harris Teeter as 
basically a high-low operator with 
some everyday-low-price strategies 
around particular categories, but 
“We think the way to drive custom-
ers to our stores is high-low, great 
feature prices.” 

24tH laRGeSt CHaiN
The 207-store chain, the 24th-largest 
in the United States, turned in 
$191 million in operating profit last 
year on sales of $4.3 billion. Harris 
Teeter makes extensive use of its VIC 
(Very Important Customer) 
loyalty card. The electronic 
part of this program, called 
e-VIC, has 880,000 mem-
bers. Antolock said he is 
pleased to see that promo-
tional e-mails to this group 
get a 40.3% open rate. 

Redemptions of e-VIC coupons 
have also been strong. For example, a 
recent Yoplait yogurt offer (10 for $5, 
4- to 6-ounce packs) got more than 
357,000 redemptions, he noted. The 
e-VIC program also includes “Friday 
Alerts” and “Saturday Specials” offer-
ings, for example, hot prices on items 
such as branded yogurt, eggs, waffles, 

pizza and private label orange juice 
($1.97 for 59-ounces, limit of two). 

Antolock explained that these 
special offers are designed to help 
keep shoppers away from mass 
merchandisers and club stores over 
the weekends. The company also has 
color-coded shelf tags to promote 
lower-price offerings. 

“We heard we were losing busi-
ness somewhat to Walmart, so we 
took 150 items and made sure they 
were within a dime of them,” he 
said. These items get a green-colored 
“long-term VIC” shelf tag for at least 
90 days. At the time of Antolock’s 

presentation, there were 252 “high-
use” items (or 652 counting line 
extensions) with the red tags across 
the store. 

“A lot of our customers were shop-
ping at Aldi’s, and that was a shock 
to us in focus groups,” he noted. “So 
we went into Aldi’s and bought 500 
items, looked at our costs and low-

ered our price with a red tag.” 
This “red tag” everyday-low-price 

program started with 95 items, and is 
up to 116 today (or 298 counting line 
extensions). There are different pric-
ing zones based upon whether Aldi 
stores operate within the specific 
market. 

This fiscal year, Harris Teeter has 
a goal of launching 250 new store 
brand items, Antolock said. The Har-
ris Teeter brand is “focused on qual-
ity alternatives to national brands,” in 
both basic and higher-end categories. 
Categories under consideration in-
clude Belgian puff pastries, pizza and 
Greek yogurt. 

The company also has repositioned 
its H.T. Traders brand, and rolled 
out some items in the flatbread pizza 
and pint ice cream categories.  “If it’s 
high-end and unique, it’s a good spot 
for this brand,” he stated.

eaGeR FOR NeW iteMS
And, whether the product is private 
label or not, Harris Teeter is eager to 
see new items from manufacturers, 
he added. “We are trying a lot of new 
products. If you think it is too crazy, 
don’t be afraid to show it to us. Give 
customers a reason to shop.” 

The chain is replacing its Naturals 

With 207 stores and $4.3 billion in sales, Harris Teeter is the 24th-largest 
supermarket chain in the United States.

A recent Yoplait yogurt offer 
(10 for $5) got more than 
357,000 redemptions via 
the e-VIC loyalty program. 
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brand with Harris Teeter Organics, 
and has set a January, 2013 comple-
tion date. Antolock said the growing 
natural and organics segment is of 
great importance to the company. 

 He urged manu-
facturers to help 
Harris Teeter 
promote brands 
and private label in 
a complementary 
fashion, to achieve 
synergies. Having 
brands and pri-
vate label compete 
against each other is 
not good for anyone, 
he added.  

Noting that “We 
are in the infancy of 
mobile marketing,” 
Antolock nonethe-
less sets forth some 
impressive numbers. 
The company’s HT 
mobile app has been 
downloaded 60,000 times in just the 
past two months. The website (www.
harristeeter.com) gets a million visits 
per month, including 125,000 hits 
from mobile phones. And custom-
ers have saved about $2 million from 
offers found on the website. Finally, 
Harris Teeter has strong followings 
on Facebook (72,000 “likes”) and 
YouTube (151,000 views). 

In a brief overview of company per-
formance, Antolock noted that dairy 
and frozen department sales were up 
by 10.5% and 4.1%, respectively, last 
year. Butter, eggs, kosher, milk and 
yogurt did well in units, while cheese, 

cultures, dough, juices and potatoes 
all could use improvement. In frozen, 
fruits/desserts, hors d’oeuvres, ice 
cream, prepared foods and pasta all 
had strong unit growth, with im-
provement needed in pizza, sand-
wiches, breakfasts and vegetables. 

Antolock said Harris Teeter stores 

are equipped with LED lighting in 
all dairy cases, and in all frozen food 
doors. The company is putting all 
its dairy items behind doors that 
swing open in the middle. To help 

with merchandising, 
pusher-rack systems 
have been installed in 
frozen pizza to keep 
products self-facing 
(“I used to hate to 
go by frozen pizza”) 
and yogurt is going 
on pull-out sliders to 
provide labor sav-
ings and better date 
control. 

Most recently, 
the company has 
been adding meal 
deal centers — open 
refrigerated endcaps 
with meal compo-
nents that are offered 
together on deal. 
Thus far, redemp-

tions and incremental sales gains 
have been good, and there are 
plans to have 23 of the centers in 
use by the end of July.

GROWtH POteNtial
Harris Teeter has growth potential in 
Virginia, and is already expanding in 
the Washington, D.C., area, Antolock 
reported. With same-store growth 
up by 3.3% last year, along with some 
unit gains, the company is optimistic 
about its expansion prospects. 

 A number of the company’s stores 
are in resort areas, which can pose 
some unique challenges, he said. For 

example, the 
store in Salt 
Pond Plaza in 
Bethany Beach, 
Del., has 50,000 
square feet 

and sales that swing wildly depend-
ing on the season. The week after 
Christmas, the store might do about 
$50,000, but during Fourth of July 
week it will turn in $950,000. It 
averages $800,000 per week from 
Memorial Day to Labor Day, and is “a 
logistical nightmare to figure out.” 

Harris Teeter has a number of 
formats, Antolock noted, but its most 
recent is the Urban Upscale version, 
targeted to the highest income areas 
of densely populated urban centers, 
such as Washington D.C. More than 
half of the residents of these areas are 
college graduates, he said, and many 
of them shop the stores as many as 
five times a week. Ranging in size 
from 38,000-55,000 square feet, the 
six stores now in operation get a large 
lunchtime crowd, but not as much 
dinner business. The stores have 
modern fixtures, serpentine cases in 
the delis and modern fixtures. 

Other formats include the Super 
Flagship, with 52,000-70,000 square 
feet and a $624 per square foot an-
nual volume forecast. The nine such 
stores now open feature pastry chefs, 
large seafood departments and full-
service floral departments. About 
half the shoppers are college grads. 

Flagship stores are Harris Teeter’s 
standard prototypes, with about 40% 
of the populace served being college 
graduates. They have an annual vol-
ume forecast of $461 per square foot. 
These 40,000 to 48,000-square-foot 
stores feature artisan bread, large 
delis and lots of produce. 

Other stores, with between 28,000 
and 36,000 square feet, are often 
in older locations and have limited 
space for expanded departments. 

Antolock concluded his presenta-
tion by noting how Harris Teeter 
has always been strong with cause 
marketing, and “One thing we have 
supported is Wounded Warriors.” 
During a recent event, items with 
Wounded Warriors shelf tags saw 
dollar sales rise by 58%, with units 
up 68%. It was enough to allow a 
$250,000 donation to the char-
ity, which helps soldiers injured in 
hostile action. He thanked Masters 
Gallery Foods, the Plymouth, Wis., 
cheese company, for its support in 
putting the program together.  n

The company’s dairy and frozen 
department sales were up by 10.5% 
and 4.1%, respectively, last year.

NFRa CONFeReNCe

‘A lot of our customers were 
shopping at Aldi’s, and that 
was a shock to us in focus 
groups.’ — Rod Antolock
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BReaD
& ROLLS 
RISE 1.0%
But frozen dough sales fall 5.3%; 
convenience, artisan/specialty 
items gain traction. Merchandising 
strategies pay off for some retailers. 

BY DeNiSe leatHeRS

thanks to growth by T. 
Marzetti’s New York (+1.0%) 
and Sister Schubert’s (+12.5%) 

brands, supermarket sales of frozen 
fresh baked bread topped $130.18 
million during the 12 weeks ended 
March 18, a 1.0% 
increase over the 
same period a 
year ago, reports 
Chicago-based 
market research 
firm SymphonyIRI 
Group. The seg-
ment also got 
a boost from a 
pair of smaller 
brands that tap 
into demand for 
specialty prod-
ucts: gluten-free 
Udi’s (+77.9%) and 
all-natural Alexia 
(+12.7%).

The news wasn’t 
as good in the 
smaller frozen 
bread/roll dough 
subcategory, 
where dollar sales 
tumbled 5.3% to 
$39.89 million. 
Among the top 
five brands, only 
No. 5 Rhodes 
Bake-N-Serv (+2.5%) saw its sales 
expand, though a couple of smaller 
brands (Athens, Goya and Pep-
peridge Farms) registered gains.

With less time to spend in the 
kitchen, “People are baking less,” 
explains Dan Yost, senior vp at Ana-
heim, Calif.-based Bridgford Foods 
(wwwbridgford.com), which re-
cently debuted a pair of heat-and-eat 
products. Designed for microwave as 
well as conventional ovens, the fully 
baked biscuits and rolls are ready to 
eat in as little as 1 minute, without 
proofing or thawing. 

Other category newcomers include 
soft pretzel rolls and mini baguettes 
from Luverne, Ala.-based Sister 
Schubert’s (www.sisterschuberts.
com) and garlic knots from Colum-
bus, Ohio-based New York (www.
marzetti.com), the latter of which was 
recently named New Product of the 
Year (www.productoftheyearusa.com) 
in the specialty foods category, based 
on voting by 60,000 consumers. The 
item is expected to perform especially 

well in the East where 
garlic knots are a piz-
zeria staple, according to 
senior marketing manager 
Schrade Radtke. 

Other manufacturers 
are focused on improving 
and extending existing 
products. Salt Lake City-
based Rhodes Bake-N-Serv 
(www.rhodesbread.com) 
recently incorporated a 
pre-ferment poolish pro-
cess into the creation of 
its parbaked crusty and 
sourdough Warm-N-Serv 
rolls, resulting in a more 
artisan-style texture. “We 
see continued interest in 
artisan-style items,” as well 
as whole wheat products 
that offer better-for-you 
benefits, says company 
chairman Ken Farnsworth, 
Jr. Rhodes also introduced 
a 12-count package of its 
best-selling soft white 
dinner rolls and updated 
packaging for its nine-

count Warm-N-Serv pull-aparts (in 
pans) and pizza dough.

Although some retailers have tried 
placing cinnamon rolls and other 

breakfast-type frozen breads and rolls 
in the frozen breakfast section, most 
such attempts haven’t been successful 
because home bakers don’t visit those 
doors. Farnsworth suggests retail-
ers merchandise frozen bread and 
dough products together in doored 
cases rather than coffins, placing 
heavy bags of bread on lower shelves 
and sweet rolls anywhere but the top 
(since they thaw more easily due to 
high sugar content). He also recom-
mends rotating products every time 
shelves are stocked to ensure fresh-
ness. But perhaps most important is 
secondary display during peak selling 
seasons to prevent out of stocks.

According to Yost, demand for 
frozen bread and dough can multi-
ply tenfold during the holidays, an 
upsurge most retailers simply can’t 
meet without additional display. “If 
they want to capture those incremen-
tal sales, retailers should strongly 
consider giving the category more 
space,” he says.

PUt BReaD iN Meal DealS
Because bread and rolls aren’t always 
on the shopping list, Yost also likes 
the idea of including them in meal 
deals, particularly those that com-
bine products in a single display. “A 
display that includes an entrée, a veg-
etable, a side dish and bread or dough 
is far and away the easiest way to sell 
the product,” he says.

Even if products can’t be merchan-
dised together physically, they can be 
promoted with complementary items 
in ads, FSIs, coupons and a variety of 
other vehicles. And although frozen 

Rhodes has introduced a 12-count package 
of its best-selling soft white dinner rolls.

While Rudi’s has of-
fered organic frozen 
bread for a couple 
of years, it recently 
debuted gluten-free 
frozen bread as well.
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pasta is perhaps the best partner for frozen bread and 
dough, it’s by no means the only one. Other common go-
withs include wine, cheese, eggs, sandwich fixings, jams 
and jellies, and flavored butters, as well as items like steak 
and barbecued chicken that highlight the fact that many 
frozen breads can be prepared on the grill — a great way 
to boost “off-season” sales.

“To really increase category sales,” says one manufac-
turer, “we recommend educating consumers about frozen 
bread and dough as a high-quality, year-round option.” n

SPeCialtY BReaDS GO FROZeN
Organic products represent almost 4% of total grocery 
sales. But organic bread — as much a staple as milk — 
represents just 1.9% of all bread sales, according to Doug 
Radi, marketing vp at Boulder, Colo.-based Rudi’s Gluten-
Free Bakery (www.rudisglutenfree.com). 

That’s because fresh bread is typically direct store 
delivered; but because most organic and specialty bread 

manufacturers are small operations, they can’t provide 
that service. So many retailers simply don’t carry such 
products. To get around the problem, manufacturers like 
Rudi’s are offering organic and specialty breads in frozen 
form instead.

“Retailers that have carved out space in their frozen 
departments for specialty bread are doing a great job 
capturing sales that have traditionally gone to natural 
food stores,” says Radi. “There’s a huge opportunity there 
for retailers willing to think about specialty bread in a 
different way.”

While Rudi’s has offered organic frozen bread for a 
couple of years, it recently introduced gluten-free frozen 
bread as well. According to Radi, 7% to 8% of the popula-
tion doesn’t eat gluten for medical reasons (celiac disease, 
wheat allergy, etc.) while another 4% to 6% avoids it for 
lifestyle reasons. “So it’s a sizable market. But the gluten-
free consumers have been so deprived of choices that 
any retailer that offers a decent selection of gluten-free 

options or acts as a 
resource will get all 
kinds of loyalty,” he 
says. Store tours, open 
houses and educational 
events all represent 
great ways to reach the 
gluten-free consumer.

Radi recommends 
merchandising gluten-
free products together 
so consumers know 
exactly where to find 
them. He also suggests 
promoting gluten-
free items together— 
whether in ads, direct 
mail pieces or demos 
— so shoppers know 
that your store is their 
one-stop shop for 
gluten-free.

“It’s easy to focus 
on frozen pizza and 
waffles, but the real 
growth is in specialty 
categories like gluten-
free,” says Radi. “Retail-
ers that realize that are 
seeing growth in the 
30% to 50% range.” Ac-
cording to the Nielsen 
Co., New York, super-
market sales of gluten-
free bread jumped 47% 
during the 12 weeks 
ended Feb. 18.  n

FROZeN BReaD & DOUGH
Supermarket sales for the 12 weeks ending Feb. 19, 2012, according to SymphonyIRI Group, the Chicago-based market 
research firm. Percent change is versus the same period a year ago. Data is for the brands as originally trademarked 
and may not include line extensions. Brands with less than $500,000 in sales are not listed.

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
FROZEN BREAD/DOUGH  $171,836,500   (0.1)  59,486,090   (3.7)  59,360,680   (5.4)
FROZEN FRESH BKD. BRD./ROLL/BISC.  $130,180,900   1.0   47,240,440   (2.9)  37,901,860   (4.3)
New York   $30,284,750   1.5   10,112,280   (7.8)  7,303,849   (10.9)
Private Label   $26,974,300   (0.7)  12,217,840   0.1   10,228,800   0.4 
Pepperidge Farm   $20,646,660   (3.3)  7,682,090   (2.4)  5,082,638   (2.2)
Coles   $12,508,450   (4.6)  5,494,092   (5.0)  4,441,215   (9.5)
Sister Schubert’s   $12,362,310   12.4   3,482,618   8.1   2,989,158   7.2 
Udi’s   $5,848,991   77.9   1,091,352   74.8   818,514   74.8 
Pillsbury Grands   $3,208,324   90.0   1,003,051   87.0   1,567,267   87.0 
Mamma Bella   $2,951,308   (23.4)  809,015   (31.6)  611,008   (31.6)
Alexia Artisan   $2,387,569   12.7   628,734   4.8   461,506   6.5 
Joseph Campione   $2,136,448   1.5   902,938   (1.9)  648,719   (5.5)

FROZEN BRD./ROLLS/PASTRY DGH.  $39,887,460   (5.3)  11,804,390   (8.5)  20,947,840   (8.5)
Pillsbury Grands   $6,575,781   (16.7)  1,943,360   (17.7)  3,196,661   (15.3)
Mary B’s   $5,819,432   (6.4)  1,580,511   (10.8)  3,372,286   (10.7)
Rhodes   $5,359,265   (2.6)  1,455,887   (6.6)  3,249,062   (4.8)
Private Label   $4,799,164   (1.7)  1,521,962   (8.1)  3,518,298   (10.8)
Rhodes Bake-N-Serv   $2,833,009   2.5   695,978   (2.9)  1,856,819   (1.2)
Athens Foods   $1,898,180   4.4   493,332   3.7   484,177   3.4 
Goya   $1,875,457   15.9   972,968   6.5   919,791   7.0 
Bridgford   $1,617,304   (7.2)  448,526   (13.2)  1,015,158   (12.1)
Pepperidge Farm   $1,598,999   8.4   462,050   3.8   404,294   3.8 
Rhodes Anytime   $1,373,848   (2.6)  306,005   (7.3)  385,083   (7.4)

FROZEN COOKIE DOUGH  $1,768,225   94.1   441,252   118.4   510,977   103.6 
Weight Watchers Smart Ones   $687,489   12,034.0   206,724   14,546.1   109,047   11,605.8 
Otis Spunkmeyer   $307,993   (22.0)  90,603   (13.9)  91,875   (13.9)
Gregory’s   $207,810   46.6   23,269   42.2   74,607   39.4 
Pillsbury Grands   $176,043  *  40,469  *  120,901  *
Private Label   $102,800   25.0   18,449   90.4   41,705   232.4 

* Number is either not available, or very high, indicative of a recent launch working off a small base.
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FROZeN 
PaSta
OFF 4.1%
Better merchandising could spark a 
turnaround; segment is hurt by gains 
at restaurants.

BY DeNiSe leatHeRS

Supermarket sales of frozen 
pasta tumbled 4.1% to $68.94 
million during the 12 weeks 

ended March 18 versus the same 
period a year ago. In fact, six of seven 
subcategories, includ-
ing high-volume ravioli 
(-4.1%) and up-and-
comer pierogi (-0.4%), 
saw dollar sales decline, 
reports SymphonyIRI 
Group, the Chicago-
based market research 
firm. Only frozen gnoc-
chi, a lesser-known 
pasta just starting to 
make its way into non-
Italian households, 
posted a modest gain 
(+1.3%) off of a small 
base, although a handful 
of top-selling brands, 
most notably private 
label ravioli (+1.8% ) and 
all other pasta/noodles 
(+18.5%), Mama Rosie’s 
manicotti (+6.0%), Poppy’s pierogi 
(+16.5%), Celentano stuffed shells 
(+6.8%) and Severoli tortellini/tortel-
loni (+12.1%), registered gains.

BaCK tO ReStaURaNtS
Like many frozen foods, the category 
is suffering the effects of an economic 
recovery that’s allowing more con-
sumers to return to restaurant dining. 
In addition, say manufacturers, retail 
price increases associated with rising 
commodity costs are forcing them to 
divert promotional dollars to tempo-
rary price reductions, which do little 

to stimulate long-term growth. Frozen 
pasta is also getting competition from 
other “ethnic” frozen foods, particu-
larly Asian and Mexican skillet meals, 
according to Jeff Gehres, director of 
product sales and development at 
Holland, Mich.-based private label 
manufacturer Request Foods (www.
requestfoods.com). But perhaps the 
biggest obstacle to growth is con-
sumers’ desire for even easier, more 
convenient fare.

“Consumers are more time-starved 
than ever,” explains Ron Lodato, vp at 
Blackwood, N.J.-based Caesar’s Pasta 
Products (www.caesarspasta.com). 
“They’re looking for value-added 
products that they can microwave or 
prepare in a skillet in 15 minutes,” 
without having to run to the store 

for additional 
ingredients. 
He adds, 
“We’d love to 
see retailers 
offer more 
demos that 
show consum-
ers that it’s 
equally quick 
and easy to 
prepare a meal 
with frozen 
pasta and a jar 
of sauce.” 

As long as 
they’re buying 
something, 
why should 
retailers care 
what form 
consumers’ 

frozen Italian food purchases take? 
There’s a reason. Frozen pasta is one 

of only a handful of frozen foods that 
drive sales in other categories as well, 
according to Brian McNulty, presi-
dent of Boston-based Mama Rosie’s 
(www.mamarosies.com). Unlike, say, 
handheld sandwiches or pizza, “A fro-

zen pasta purchase typically brings $5 
to $7 in additional sales throughout 
the store,” he reports. 

The best way to grab those incre-
mental sales is to merchandise meal 
components together in a single “meal 
deal” display, preferably at the front of 
the store, says Lodato. He cites Weg-
mans as a good example of this tactic. 

eaSY Meal DealS
“Moms don’t necessarily want to serve 
their families food from the micro-
wave,” he explains. “They’d like to 
cook for them, but they’ve only got 15 
to 20 minutes to get dinner on the ta-
ble. Retailers need to show them how 
it can be done. If they put together 
easy meal deals that are ready to go, 
shoppers will pick them up — and 
they don’t have to give all their mar-
gins away.”

He adds that if a display isn’t pos-
sible, retailers can achieve a similar 
outcome by simply advertising com-
plementary products together in an 
Italian foods section of the weekly 
circular. Lodato says companies like 
Caesar’s that manufacture more than 
one Italian meal component can also 
help themselves by cross-promoting 
products that pair well. For example, 
“We try to tie our pasta products with 
our meatballs.”

Despite their belief that frozen 
pasta is a busy mom’s best friend, 
manufacturers continue to roll out 
even more convenient value-added 
products that eliminate several steps 
as well as the need for additional 
ingredients. For those consumers who 
still want to feel like they “cooked” 
for their family, Austin, Texas-based 
Michael Angelo’s (www.michaelange

los.com) recently 
introduced a trio 
of bagged meal 
starters, includ-
ing Chicken 
Cacciatore; Herb 
Roasted Chicken; 

and Sausage, Peppers and Onion 
(it offers Chicken Piccata as well). 
The 20-ounce skillet dinners come 
without pasta or rice so consumers 
can customize the meal with what-
ever starch they prefer (or none at 

Michael Angelo’s Chicken 
Piccata bagged meal starter was 
recently joined by a trio of new 
offerings from the company. 

Higher commodity costs are 
pushing up shelf prices, so some 
promo dollars are diverted to TPRs.
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Caesar’s is preparing to launch four 
new gluten-free items, including 
two microwaveable entrees.

all), according to vp of marketing Dan 
Hammer.

The new item puts Michael Angelo’s 
into direct competition with frozen 
Italian multi-serve meal leader Bertolli 
(www.villabertolli.com), Englewood 
Cliffs, N.J., which recently rolled out 
a collection of frozen “Meal Soups.” 
Merchandised alongside Bertolli 
frozen meals, the soups shot to the top 
of the frozen soup subcategory shortly 

after their introduction last fall.
For shoppers more interested in 

convenience than cooking, Michael 
Angelo’s also debuted a group of four 
better-for-you, single-serve entrees 

with less than 300 calories apiece. 
“They’re for the consumer who’s look-
ing for a calorie-controlled, better-for-
you meal without having to sacrifice 
taste,” says Hammer.

‘liGHt MealS’ GaiN
Supermarket sales of single-serve en-
trees fell 3.2% during the most recent 
12 weeks versus a year ago, accord-
ing to SymphonyIRI Group. But the 
three brands that saw sales expand 
were Weight Watchers Smart Ones, 
Stouffer’s Lean Cuisine and Healthy 
Choice, suggesting that “light” is, 
indeed, the way to go in that particu-
lar category.

Other manufacturers are meeting 
demand for better-for-you in differ-
ent ways. For example, Mama Rosie’s 
recently expanded its line of fiber-

rich, full-grain frozen pastas, while 
Caesar’s is preparing to launch four 
new gluten-free items, including two 
microwaveable entrees.

Gluten-free continues to gain 

ground as awareness of gluten-intol-
erance grows, according to Lodato. 
“And if one member of the family is 
gluten-intolerant, often the whole 
family will eat gluten-free,” so mom 
doesn’t have to prepare two separate 
dishes, he says.

Although manufacturers often tout 
pasta’s affordability versus other pro-
teins, the premium side of the segment 
is really starting to take off, as more 
economically secure consumers seek 
to replicate at home dishes they’ve 

‘A frozen pasta 
purchase typically 
brings $5 to $7 in 
additional sales 
throughout the store.’



FROZeN PaSta 
Supermarket sales for the 12 weeks ended March 18, 2012, according to SymphonyIRI Group, the Chicago-
based market research firm. Percent change is versus the same period a year ago. Data is for the brands as 
originally trademarked and may not include line extensions. Brands with sales above $1 million only. 

CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
TOTAL CATEGORY  $68,942,190   (4.1)  23,635,200   (7.8)  26,926,410   (6.2)
RAVIOLI  $27,213,660   (4.1)  8,958,524   (9.7)  11,387,800   (7.5)
Private Label  $7,552,494   1.8   2,337,654   (1.8)  3,452,682   (2.9)
Rosetto  $3,811,068   (13.1)  903,138   (18.6)  1,402,011   (18.3)
Celentano  $3,167,430   (2.9)  1,077,713   (0.1)  1,264,991   (1.7)
Mama Rosie’s  $2,600,594   (3.9)  969,671   (4.9)  1,325,406   (5.3)
Gina Italian Village  $2,116,265   (13.9)  1,311,560   (31.2)  1,240,990   (27.9)
Louisa  $1,590,428   (0.9)  403,030   (4.1)  453,233   (1.5)
Andrea  $1,036,389   (1.1)  444,568   (2.8)  449,209   (1.4)
PIEROGI  $19,836,790   (0.4)  7,515,502   (4.7)  7,782,118   (5.0)
Mrs T’s  $15,696,860   (1.3)  5,688,581   (7.7)  6,042,084   (7.8)
TORTELLINI/TORTELLONI  $9,453,736   (4.6)  3,020,761   (2.1)  3,317,342   1.0 
Private Label  $3,480,499   (13.2)  1,154,257   (10.5)  1,374,168   (8.3)
Seviroli  $1,283,917   12.1   490,556   38.0   429,236   38.0
ALL OTHER PASTA/NOODLES  $8,423,996   (9.6)  3,015,394   (14.2)  3,103,195   (9.7)
Reames  $3,565,315   (8.4)  1,250,290   (12.3)  1,110,999   (13.0)
Private Label  $1,396,070   18.5   336,602   (7.8)  646,588   11.6
STUFFED PASTA SHELLS  $1,845,962   (9.4)  393,409   (14.2)  552,902   (13.3)
GNOCCHI  $1,237,091   1.3   508,056   (0.5)  508,976   (3.1)
MANICOTTI  $930,955   (14.8)  223,556   (15.1)  274,070   (13.8)

SPOtliGHt: italiaN

sampled in restaurants, says 
McNulty. To meet growing de-
mand for authentic, restaurant-
quality fare, much of it made 
with all-natural ingredients, 
Mama Rosie’s recently intro-
duced a group of high-end, 
four-cheese items, including 
single-serve Eggplant Parme-
san. To emphasize the prod-
uct’s similarity to homemade, 
says McNulty, it’s typically 
merchandised in the frozen 
pasta section rather than the 
frozen entree area. “It really 
seems to resonate with heavy 
pasta users,” he explains.

Solon, Ohio-based Nestlé 
USA (www.nestleusa.com) 
continues to expand its 
premium offerings as well, 
adding two new varieties to 
its upscale Buitoni Complete 
Meals for Two collection: 
Chicken & Mushroom Risotto 
and Chicken Fiorentina with 
Asiago Cream Sauce.   n
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NFRa CONFeReNCe

iNFlatiON DRiVeS 
SPeNDiNG SHiFtS
Rising input costs push up dollar growth in frozen and 
dairy foods, but hurt unit sales. 

Over the past year, inflationary pressures have 
driven growth in several departments, includ-
ing meat (10%), dairy (6%), fresh produce (4%); 

packaged meat (4%), alcoholic beverages (4%), dry gro-
cery (2%), frozen food (1%), HBC (1%) and deli (1%). 

At the same time, however, consumers have been mak-
ing trade-offs and buying fewer units. Unit volume grew 
in alcoholic beverages (4%), HBC (1%) and produce (1%) 
while fresh meat stayed flat. Declines in unit volume were 
recorded by deli (1%), packaged meat (2%), dry grocery 
(2%), frozen foods (3%) and dairy (3%). 

These were among the 
insights presented by Todd 
Hale, senior vp of consumer 
and shopper insights of 
Nielsen, speaking at the Na-
tional Frozen & Refriger-
ated Food Association’s 
Executive Conference last 
month in Tempe, Ariz. 

As a point of com-
parison, Hale cited United 
States Bureau of Labor 
Statistics data show-
ing that the consumer 

price index for food at home rose by 4.5% in the year 
ended in February versus the prior 12-month period. 
Food away-from-home rose by 3.1% during the same 
period. 

As shoppers seek out convenience, deli depart-
ments are seeing healthy growth, particularly in 
prepared foods, chicken, snacks, entrees, sushi, dips/
spreads, pizza, breakfast foods and side dishes. 

Private label has a relatively high dollar share in 
frozen and refrigerated foods, Hale pointed out, not-
ing that dairy leads the pack at 40% store brand share 
followed by deli (28%), frozen foods (22%), fresh meat 
(21%), fresh produce (21%), HBC (16%), dry grocery 
(16%), non-food grocery (15%), packaged meat (14%), 
general merchandise (9%) and alcoholic beverages (1%). 

There is lower store brand penetration in frozen cat-
egories with a greater innovation focus, such as break-
fast foods (18% private label share), baked goods (15%), 
novelties (15%), prepared foods (10%) and pizza/snacks 
(10%). By contrast, there are much higher private label 
shares among unprepared meat/seafood (47%), dessert/
fruit/toppings (37%), vegetables (36%), juices/drinks 
(34%), ice (33%) and ice cream (28%). 

However, store brands are growing the fastest in two of 
the five low-share frozen categories, Hale said. Over the 
past year, private label’s dollar share of frozen breakfast 
foods has grown by 14%, and its share of pizza/snacks has 
risen by 11%. 

Store brands have a large dollar share in the dairy case, 
with 61% of milk sales attributed to private label. Private 
label shares of other key categories are fresh eggs (58%), 
cheese (41%), cottage cheese/sour cream/topping (39%), 
butter/mar-
garine (33%), 
dressings/salad 
(28%), dough 
products 
(20%), snacks/
spreads/dips  
(14%), juices/drinks (11%) and puddings/desserts (5%). 

Among the categories with the fastest rate of dollar 
growth in private label are butter/margarine (up by 12% 
over the past year), cheese (11%), fresh eggs (9%), milk 
(8%), snacks/spreads/dips (7%), dressings/salad (5%) and 
cottage cheese/sour cream/toppings (4%).  n
—Warren Thayer

Private label is picking 
up share points in 
frozen breakfast foods 
and pizza/snacks. 

PRiCe eFFeCtS ON FROZeN SaleS
CATEGORY % CHG IN $$ UNIT PRICE CHG % CHG IN UNITS

Breakfasts 7% 3.9% 3%
Desserts/Fruit/Toppings 6% 8.0% (2%)
Novelties 4% 6.6% (3%)
Ice Cream 3% 10.8% (7%)
Baked Goods 3% 2.9% 0%
Vegetables 2% 3.5% (2%)
Prepared Foods 0% 3.2% (3%)
Unprep Meat/Seafood 0% 3.6% (4%) 
Ice 0% 3.1% (3%)
Pizza/Snacks (2%) 3.0% (5%)
Juices/Drinks (6%) 8.9% (13%) 
tOtal FROZeN FOODS 1% 4.5% (3%) 

PRiCe eFFeCtS ON DaiRY SaleS
CATEGORY % CHG IN $$ UNIT PRICE CHG % CHG IN UNITS

Fresh Eggs 11% 11.6% (1%) 
Butter/Margarine 8% 12.3% (3%)
Milk 8% 10.5% (3%)
Yogurt 7% 13.3% (6%)
Cheese 6% 8.7% (2%)
Cot Chs/Sr Crm/Topping 5% 8.0% (3%)
Juices/Drinks 1% 3.8% (3%)
Dough Products 1% 5.2% (4%)
Dressing/Salad 1% 2.0% (1%)
Puddings/Desserts (7%) 1.5% (8%)
tOtal DaiRY 6% 8.8% (3%) 

Source: Nielsen, New York. 

TODD HALE
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tURKeY 
FlieS
But the rest of the poultry 
category has trouble getting air-
borne. inflation drives meat gains. 

BY DeNiSe leatHeRS

Refrigerated and frozen poul-
try climbed 2.2% to $529.74 
million in supermarkets dur-

ing the 12 weeks ended March 18 
versus the year-ago period, reports 

SymphonyIRI Group, the Chicago-
based market research firm. Turkey/
turkey substitutes — up by 7.9%  
— drove the gain, as chicken sales 
dipped 0.1%. 

In the processed poultry segment, 
dollars fell 2.5% to $439.29 million. 
Turkey’s 15.8% gain helped offset the 
3.1% loss in the processed chicken 
subcategory.  Frozen meat sales 
edged up 0.5% to $292.11 million, 
thanks mostly to price inflation, 
particularly in the frozen sausage 
subcategory.

Turkey has gotten a boost recently 
from its value compared with other 

proteins, according to Kyle Lock, 
director of retail marketing at 
Garner, N.C.-based Butterball 
(www.butterball.com). For example, 
pork-based bacon prices have sky-
rocketed over the past year, making 
turkey bacon a more economical al-
ternative. But the real driver behind 
turkey’s success is its healthy profile, 
prompting manufacturers of other 
frozen meat- and poultry-based 
products to develop better-for-you 
versions as well.

“Often, we see health-conscious 
consumers avoiding the frozen 
(department) because it can mean 
added ingredients that they don’t 
want,” says Julie Berling, director of 
brand advocacy and marketing at St. 

Cloud, Minn.-based GNP 
Co. (www.justbarechick
en.com). The company 
recently expanded its Just 
BARE line of all-natural 
fresh chicken into the 
frozen department. The 
new products, including 
boneless, skinless chicken 
breast fillets and thighs 
as well as lean ground 
chicken, provide “more 
healthful convenience,” 
she says.

all-NatURal 
HOt DOGS
New Gloucester, Maine-
based Pineland Farms 
Natural Meats (www.
pfnmeats.com) took its 

all-natural beef hot dogs in a similar 
direction, reports marketing direc-
tor Alicia Depatsy. “It started out as 
a fresh item, but it’s found a niche in 

the frozen category,” giving consum-
ers the ability to stock up on a popu-
lar item without fear of spoilage. 
Although the frozen frankfurters 
subcategory is still very small, she 

adds, sales during the past 12 weeks 
were up 61.9% vs. a year ago. 

Also tapping into the better-for-
you convenience trend is Cincin-
nati-based AdvancePierre Foods 
(www.advancepierre.com), which 
recently debuted a line of unbreaded 
stuffed chicken breasts under the 
Barber Foods Seasoned Selects label.  
The company also added a baked 
“oven-crisp” tender to its Barber 
Foods lineup that contains just 2 
grams of fat per serving, accord-
ing to Tony Landretti, president 
of the retail brands business unit. 
“We’re positioning them as healthier 
alternatives to traditional breaded 
and fried chicken products,” he says. 
But it’s not all about health. Manu-
facturers are also looking at unique 
new flavors and formats designed to 
bring continued excitement to the 
frozen poultry section.

For example, AdvancePierre re-
cently rolled out both pretzel-crusted 

chicken tenders (under its Fast Fixin’ 
brand) and sweet potato-breaded 
chicken tenders (under its Barber 
Foods label), while Butterball debuted 
a sweet onion variety of its grill-ready 

‘Keeping the category together in one 
location would make shopping for frozen 
meat and poultry a lot less complicated.’

New additions to Tyson’s Grilled 
& Ready line include chicken 
breast chunks and chicken 
breast fillets.  

GNP Co. has expanded its Just BARE line 
of all-natural fresh chicken into the frozen 
department. 
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turkey burgers. And Springdale, 
Ark.-based Tyson Foods Inc. (www.
tyson.com) just expanded its one-
year-old mini chicken sandwich line 
with a pair of meat- and cheese-filled 
mini bread bowls that meet growing 
demand for portability.

The company also continues to 
expand its Grilled & Ready pro-
gram, according to Bill Welsh, 
Tyson’s vp of value-added meal 

solutions. The line’s supermarket 
sales topped $13.83 million during 
the most recent 12 weeks, vaulting 
it into the No. 8 spot among the top 
10 processed poultry brands. New 
additions to the line include chicken 
breast chunks and chicken breast 
fillets, said to offer grilled chicken 
taste right 
from the 
freezer.

Other 
than Grilled 
& Ready, the 
only gainer 
among the 
top 10 pro-
cessed chick-
en brands 
was No. 2, 
private label, 
whose sales 
shot up 6.3% during the most recent 
12 weeks. “New items or expanded 
distribution  may be driving part 
of that growth,” says Welsh, cit-
ing retailers’ continued investment 

in store brand programs. But the 
slow economic recovery plays a role 
as well. In fact, continues Welsh, 
Tyson’s Weaver brand, which it has 
positioned as a value alternative, 
ranks as one of the category’s big-
gest gainers.

ValUe PlaYS ROle
Value was also a consideration in 
AdvancePierre’s recent restage of its 

Fast Fixin’ brand. 
To make the price 
point more afforda-
ble, “We downsized 
most of our packag-
ing from 36 to 24 
ounces,” a change 
that also permits 
more facings, says 
Landretti. As a 
result, retailers can 
offer more vari-
ety and boost the 
holding 
power of 
top sell-
ers.

That’s important, says 
Welsh, because frozen 
meat and poultry are 
often purchased once a 
month during big stock-
up trips. If the product is 
out of stock at that time, 
the consumer prob-

ably won’t be 
back until next 
month. In addi-
tion, he reports, 
frozen meat and 
poultry are often 
the last products 
shoppers pick up before 
heading to check out. At 
that point, they’re often 
out of time, money and 
patience; so any obstacle to 
purchase — whether with 
difficulty finding the sec-

tion, frustration over out-of-stocks 
or a confusing display — is more 
likely to abandon the purchase. “The 
frozen poultry category isn’t a trip 
driver like milk or some perisha-

bles,” Welsh says, “so it’s important 
to capture the consumer’s chicken 
purchase when she’s ready to make 
it by properly executing the funda-
mentals.”

One of those fundamentals is 
proper product placement. Some re-
tailers stock frozen meat and poul-
try in the frozen grocery aisle while 
others put it in bunkers at the back 
of the store, according to Landretti. 
Many put it in both spots. Landretti 
doesn’t have a preference, but he 
wishes retailers would choose one 
or the other. “Keeping the category 
together in one location would make 
shopping for frozen meat and poul-
try a lot less complicated,” he says.

“Stores are managed — and mer-
chandised — by department,” adds 
Welsh. “But shoppers don’t care 
about those lines. Retailers should 
consider ways to make the experi-
ence easier for them, despite de-

partmental lines. Retailers that are 
winning recognize the role of the 
shopper experience in their store 
layout.”

The same argument holds true 
for merchandising. “Moms are 
looking for quick meal solutions,” 
says Landretti, who favors placing 
complementary products together 
in a single “meal deal” display at the 
front of the store to grab impulse 
sales. But even simple two-item 

Proving that ‘healthy’ doesn’t have to be boring, 
Butterball debuted a sweet onion variety of its 
grill-ready turkey burgers.

AdvancePierre Foods recently debuted a line 
of unbreaded stuffed chicken breasts under 
the Barber Foods Seasoned Selects label.

Frozen meat and 
poultry are often 
purchased once a 
month during big 
stock-up trips; 
out-of-stocks can 
be costly. 
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Meat & POUltRY
Supermarket sales for the 12 weeks ended March 18, 2012, according to SymphonyIRI Group, the 
Chicago-based market research firm. Percent change is versus the same period a year ago. Data is 
for the brands as originally trademarked and may not include line extensions.
CATEGORY $ SALES % CHG UNIT SALES % CHG VOLUME % CHG
FZ/RFG POULTRY/POULTRY SUBSTS.  $529,742,500   2.2   100,002,700   (2.8)  239,490,300   (7.7)
CHICKEN/CHICKEN SUBSTITUTES  $352,226,100   (0.1)  63,255,900   (1.2)  187,331,500   (8.2)
Private Label   $135,738,600   (5.0)  22,881,160   (3.4)  85,463,520   (7.6)
Tyson   $26,634,060   0.4   3,797,414   3.2   10,026,110   3.6 
Gold N Plump   $21,498,890   (2.3)  3,962,318   (6.6)  7,918,681   (5.6)
Perdue Perfect Portions   $16,638,660   0.2   2,115,533   (1.1)  3,173,489   (1.1)
Perdue   $15,721,570   24.2   4,431,109   15.6   5,228,806   15.7 
T.G.I. Friday’s   $12,875,460   0.3   2,787,785   (3.1)  2,424,396   (3.0)
Barber Foods   $12,467,980   9.0   2,570,196   14.0   2,116,677   6.1 
Pilgrim’s Pride   $9,006,317   (11.5)  1,296,907   (11.8)  4,228,668   (7.5)
Perdue Tender & Tasty   $6,530,051   45.1   909,816   54.3   3,269,591   51.6 
Fieldale Farms   $5,177,262   152.6   726,306   103.2   3,531,493   106.7 
TURKEY/TURKEY SUBSTITUTES  $168,517,500   7.9   35,033,450   (5.0)  48,709,000   (5.1)
Jennie-O Turkey Store   $50,609,450   18.3   9,770,572   5.0   12,355,910   4.0 
Private Label   $26,329,670   2.1   6,094,670   (7.8)  8,851,316   (6.9)
Shady Brook Farms   $22,824,790   (15.0)  4,159,035   (27.9)  6,276,712   (29.9)
Jennie-O   $15,158,890   37.1   2,633,817   22.7   5,603,637   26.7
Foster Farms   $10,736,290   2.4   2,189,509   (4.2)  2,782,124   (3.1)
Honeysuckle White   $10,236,080   (43.9)  2,373,864   (52.0)  3,264,630   (51.2)
Butterball   $8,220,365   71.1   1,115,171   69.3   2,378,503   65.0 
Perdue   $7,232,085   66.4   2,164,157   42.2   2,233,902   40.1 
Butterball Everyday   $4,083,308   173.7   1,255,668   101.6   1,255,668   101.6 
Plainville Farms   $3,290,442   26.9   725,997   23.0   725,997   23.1
ALL OTHER PLTRY./PLTRY. SUBSTS  $8,998,934   (8.2)  1,713,372   (16.6)  3,449,852   (15.4)
FZ/RFG PROCSD. PLTRY./PLTRY. SUBSTS.  $439,294,500   (2.5)  85,373,830   (1.9)  113,750,100   (2.1)
PROCSD. CHICKEN/CHICKEN SUBSTS.  $424,219,200   (3.1)  82,385,620   (2.3)  110,122,200   (2.5)
Tyson  $93,531,960   (17.1)  15,867,780   (18.7)  24,640,270   (10.1)
Private Label   $76,527,060   6.3   13,753,530   12.3   21,512,920   6.4 
Tyson Anytizers   $44,766,150   (4.5)  7,041,949   (3.0)  10,669,170   4.6 
Banquet   $39,673,020   (5.6)  8,042,937   (3.2)  12,205,520   (3.3)
Perdue   $35,362,420   (9.1)  6,877,729   (9.5)  9,883,595   (7.9)
Perdue Short Cuts   $16,056,730   (5.5)  3,803,767   (7.8)  2,092,038   (7.5)
Foster Farms   $14,367,330   (0.8)  2,387,614   (3.7)  3,219,036   0.2
Tyson Grilled & Ready   $13,838,950  *  3,365,588  *  2,185,680  * 
Fast Fixin’   $10,892,620   (31.6)  2,332,651   (29.3)  4,259,180   (29.6)
Redi Serve   $8,995,660   (22.2)  3,161,888   (33.7)  3,727,917   (21.9)
PROCESSED TURKEY/TURKEY SUBSTS.  $14,251,340   15.8   2,870,466   10.8   3,504,810   13.6 
PROCESSED A/O PLTRY./PLTRY. SUBSTS  $824,025   (0.3)  117,744   (2.3)  123,057   (2.1)
FZ MEAT  $292,109,100   0.5   72,793,650   (7.0)  78,196,680   (7.2)
MEAT (NO POULTRY)  $163,915,700   (0.4)  27,006,150   (4.4)  48,995,330   (6.6)
Private Label   $44,121,570   8.2   6,640,873   9.3   14,301,380   6.4 
Bubba Burger   $10,565,400   (1.7)  962,905   (18.4)  2,015,883   (18.4)
Steak-umm   $9,339,720   (7.8)  1,643,343   (14.4)  1,759,960   (14.7)
Armour   $7,375,846   (0.1)  2,051,272   8.1   2,399,214   0.0
Cooked Perfect   $5,843,463   20.8   1,016,378   23.3   1,747,459   7.2
Rosina   $5,532,557   (17.4)  779,835   (20.3)  1,474,885   (18.1)
Mama Lucia   $4,962,346   (14.5)  1,396,573   (18.0)  1,620,765   (21.4)
Philly Gourmet   $4,933,799   0.4   780,759   (2.2)  1,152,496   (9.0)
Moran   $3,595,804   (16.6)  756,880   (9.9)  1,053,478   (16.7)
Flanders   $2,943,454   12.1   408,451   12.3   1,422,860   (5.3)
SAUSAGE  $65,487,350   1.3   29,707,640   (12.5)  19,455,690   (12.1)
Banquet Brown ‘N Serve   $26,474,200   (3.7)  18,135,260   (9.9)  7,639,658   (16.4)
Private Label   $5,505,829   25.6   1,684,455   3.3   1,940,602   14.2 
Jimmy Dean   $5,099,180   69.3   1,087,573   47.7   1,331,714   60.1 
Jones Golden Brown   $4,301,628   2.0   2,008,806   (0.6)  849,665   (1.6)
Hormel Little Sizzler   $3,490,678   (26.9)  1,993,230   (39.5)  1,491,524   (38.2)
Purnell Old Folks   $3,422,276   5.1   431,932   (3.2)  1,002,901   (2.3)
Tennessee Pride   $2,468,383   9.0   303,316   8.5   707,588   8.1 
Jones   $2,027,220   (5.2)  608,362   (6.1)  442,678   (7.3)
Williams   $1,926,428   (7.3)  259,815   (12.3)  675,648   (13.9)
Louis Rich   $789,518   (51.2)  372,265   (61.8)  372,265   (61.8)
MEAT SUBSTITUTES  $62,480,670   2.3   16,035,610   (0.3)  9,707,231   0.7
FRANKFURTERS  $225,343   61.9   44,232   47.5   38,433   67.3
*Number is either not available, or very high, indicative of a recent launch working off a small base. 

displays of complemen-
tary products can work 
wonders.

Last Christmas, for 
example, Butterball 
partnered with no 
less than six different 
brands, from Stove Top 
stuffing and Pillsbury 
crescent rolls to Cavit 
Collection wine and 
Masterbilt electric fry-
ers. And it continues a 
large-scale partnership 
with Reynolds, whose 
non-stick films, oven 
bags and aluminum 
foil products are often 
displayed next to But-
terball turkey products, 
says Lock.

tURKeY SellS
iN MaNY PlaCeS 
He notes that the 
company’s research 
indicates heavy turkey 
purchasers often buy 
turkey in several dif-
ferent categories (fresh, 
frozen, refrigerated, 
deli, etc.). As a result, 
“Some of our best 
promotions connect 
Butterball products 
across departments 
with a combo feature 
and display. This is a 
very effective way to 
create multi-category 
lift that sustains a new, 
higher baseline of sales 
as heavy users are in-
troduced to new ways 
of integrating turkey 
into meal planning.”

Pineland Farms 
Natural Meats takes 
a similar approach, 
sometimes putting 
coupons for frozen nat-
ural beef-based entrees 
on packages of fresh 
meat, says Depatsy.
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8 STEPS 
to a

SaFetY PlaN 
two seasoned executives from 
the public refrigerated warehouse 
industry share ideas on risk man-
agement planning. 

Do you have a risk management plan 
for your organization? And if so, how 
good is it? 

These questions were posed last 
month at a conference in Tucson, 

Ariz., by two 
seasoned 
industry ex-
ecutives: Ken 
Hudson, vp of 
environmen-
tal health and 
safety, Castle 
& Cooke 
Cold Stor-
age, Colton, 
Calif., and 
Jim Marella, 
coordinator 

of OSHA/EPA compliance, United 
States Cold Storage, Voorhees, N.J. 

Their topic, “Risk Management 
Planning in PRWs,” was one of many 
educational programs at the 121st 
annual convention and exposition of 
the International Association of Re-
frigerated Warehouses (IARW) and 
the World Food Logistics Organiza-

tion (WFLO).  
In a rapid-fire, tag-team presenta-

tion, they covered identifying haz-
ards in the warehouse, who might 
be harmed, evaluation of risks and 
deciding upon proper precautions. 
Once this is done, the next step is 
to implement your 
plan and record 
your findings, re-
viewing and updat-
ing as necessary. 

Here are some 
steps to keep in 
mind, offered 
by Hudson and 
Marella: 

1.  Keep instruc-
tion manuals 

for all equipment 
in a central location in the office, so 
workers can refer to them. Make sure 
workers are trained, and re-trained 
when necessary. 

2. Make use of the IARW and 
WFLO’s extensive library 

of safety materials. Network with 
others, including even competitors. 
The industry is an old one, and there 
shouldn’t be many surprises. Ask 
others how they deal with specific 
safety issues. 

3. Keep in mind that one of your 
biggest hazards is in material 

handling, such as lifting boxes. Most 
soft-tissue injuries can and should be 
prevented with the proper precau-
tions and training. Work to get good 
employees, and keep them trained on 
how to lift and use equipment. 

4. Besides injuries incurred in 
lifting, the most common 

accidents in the warehouse come 
from slips, trips and falls. Something 
as simple as regularly walking the 
facility  with this in mind can go a 
long way. 

5. Bone up on OSHA reg-
ulations and industry 

standards. Consider safety 
vests, safety flags, personal 
protective equipment, com-
pactors, controls on trucks 
backing into docks, ice on 
the floor and what you’ll say 
when you see a worker driv-
ing with the forklift up. Don’t 
leave out anything — there 
have been cases of workers 
on the roof falling through 

unprotected skylights. 

6. Consider setting up exclu-
sion zones for pedestrians and 

forklifts. Require steel-toe shoes with 
slip-resistant soles. Require forklift 
drivers to make verbal or eye contact 
with anybody when they come within 
five feet of them. 

7. Investigate all accidents, and 
involve your safety committee. 

What have you learned from near-
misses and accidents? How are you 
going to prevent them from happen-
ing again? 

8. Keep it all simple and sensi-
ble. If it gets too complicated, 

nobody will pay attention and your 
efforts will all be for naught. 

⎯Warren Thayer

liNeaGe lOGiStiCS FORMeD
Richmond Cold Storage, Terminal Freezers, Flint River 
Services, CityIce and Seafreeze, as well as other individ-
ual locations, are now operating under the name of Line-
age Logistics (www.lineagelogistics.com). All had been 
acquired earlier by Bay Grove Capital, a San Francisco-
based principal investment firm.
With about 130 million cubic feet, Lineage operates the 
fifth largest facility network in North America, based on 
data from the International Association of Refrigerated 
Warehouses (IARW). Lineage offers a wide footprint and 
a broad range of sophisticated, customized and dependa-

ble cold chain solutions for customers with complex stor-
age and service requirements, according to the company.
It has more than 40 facilities providing temperature-con-
trolled solutions in strategic locations in eight states, for 
distribution, food/harvest production, and import/export 
customers. Lineage has expertise in diverse commodities 
and its port-centric warehouses in Savannah, Ga., Seattle, 
and Norfolk, Va., provide customers with access to global 
markets. Additional capabilities include on-site food 
processing support, dedicated warehouse management, 
transportation and logistics consulting services.
For more information, go to www.lineagelogistics.com or 
www.baygrovecapital.com.
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KILLING 
KILOwATTS 
experts suggest ways to avoid mis-
takes in managing energy costs, and 
discuss new technology that holds 
promise. (Part two of two.) 

BY DaN RaFteRY 

in last month’s issue, we asked a 
panel of experts about tactics and 
strategies for cutting electric bills 

in frozen and refrigerated ware-
houses. This month, their discussion 
continues: 
Matt Chang, vp of sales and market-
ing, Hench Control, Inc., Hercules, 
Calif. 
Andy Janson, president, Hanson 
Logistics, St. Joseph, Mo. 
Paul Henningsen, vp, engineering & 
corporate development, Henningsen 
Cold Storage Company, Hillsboro, 
Ore.
Dave Arnett, regional chief engineer, 
U.S. Cold Storage, Voorhees, N.J.
Steve Tippmann, exec vp, Tippmann 
Group, Fort Wayne, Ind.
Chris Covell, president, SmartWatt 
Energy Inc., Ballston Lake, N.Y.
Bryan Genevick, project develop-
ment engineer/mechanical division, 
SmartWatt Energy Inc., Ballston 
Lake, N.Y.
Tom Bowen, regional director, en-
ergy services, McKinstry, Seattle.

What is the biggest energy 
mistake that cold 
chain DC manag-
ers make?
Chang:  The biggest 
energy mistake is 
not having a man-
agement tool that 
controls the op-
eration at a granular 
level. Managers need 
system transparency 
and cannot just rely on their person-
nel to make the correct decisions. 

Another mistake is assuming that 
processes and equipment are working 
properly without verification.

Waiting each month for the en-
ergy bill to do analysis is too slow. 
Real-time information is certainly 
better, but if there is no associated 
action there is no benefit. Managers 
need current information, recom-
mendations for improvement and 
a system that can make changes on 
the fly. Third-party support teams 
can act as a resource where staff is 
stretched thin.
Janson:  Areas often overlooked in-
clude proper dock door maintenance 

and door man-
agement; proper 
dock area refrig-
eration; lighting 
management; 
and roof mainte-
nance.
Henningsen:  
Dock doors 
are often open 
for longer than 

needed. This is an easy fix.
Arnett:  Operators frequently run 
warehouse temperatures too 
low during the day, when 
traffic is high. We let it run 
up to the highest allowable 
feasible temperature.  Cost 
savings can be big.
Tippmann:  Ambient air 
infiltration is the single larg-
est load on a refrigeration 
system in a typical warehouse. Keep 
doors closed and seals maintained 
to minimize infiltration into and 
through the docks into the building. 

Also, evaporators located in 
dock areas accumulate signifi-
cant amounts of dust and dirt. 
We find that six months of 
accumulation on dock evapora-
tors reduces the units’ capacity 
by as much as 30%. This reduced 
capacity allows moisture-laden 
air to enter freezer space causing 
frost and higher energy con-
sumption.

Covell:  We see lighting in offices, 
maintenance areas and other non-

warehouse areas often overlooked 
in cold chain warehouses. Although 
warehouse lighting is the biggest 
component of the facility’s lighting 
load, we are often able to reduce the 

lighting energy 
consumption in 
non-warehouse 
areas by more 
than 50%. Our 
strategies typi-
cally include T-8 
lighting or LED 
lighting retro-
fits and always 
include control 

strategies to turn lights off when 
areas are unoccupied.

Another commonly overlooked 
lighting load is exterior lighting. LED 
lighting, electronic ballasted metal 
halide lighting and enhanced control 
systems are all effective technologies 
to explore for conserving energy used 
outside the building.
Bowen:  Building operators can 
change behaviors such as not leav-
ing dock doors open. Many are also 
missing out on low-cost savings 
opportunities available from their 

existing sophisticated control sys-
tems. “Retro-commissioning” is the 
process of going into facilities with 
existing control systems and mak-
ing programming and other low-cost 
modifications to operate equipment 
more efficiently. 

What is on the leading-edge of 
technology – or the next new thing 
– for lowering cold chain ware-
house energy-related costs? 
Chang:  Utility companies are push-
ing hard to enroll industrial users like 
cold storage warehouses under their 
demand response programs. Cur-
rently, the Hench system can take ac-
tion automatically if a utility calls for 

lOGiStiCS

Dave Arnett

 Matt Chang

Paul Henningsen

‘The biggest energy mistake 
is not having a management 
tool that controls the 
operation at a granular level.’



a demand response event by lowering 
usage and shutting down equipment 
based on priority.

Fuel cells and solar systems have 
created quite a 
buzz recently. 
However, after 
you integrate 
any new tech-
nology you still 
need to apply it 
effectively.

For example, 
a system needs 
to “tell” the 

warehouse how, where and when 
captured solar energy is allocated. 
Adding a new technology such as 
solar without the proper system in 
place to manage it and tie it into the 
rest of the operation is not efficient.
Janson:  LED lighting and variable 
frequency drives will continue to 
evolve and improve.

Henningsen:  Demand-side manage-
ment for the use of energy will also 
continue to evolve 
and improve. Us-
ing less energy is 
the common first 
step for reducing 
cost, but when you 
use it, demand-
side manage-
ment can have 
a significant 
impact.

Arnett: LED 
lighting is cer-
tainly big now 
due to quick 
payback where 
you can turn off 
lights.

Genevick:  Site-specific controls, 
which can include energy manage-
ment systems and logic-based con-

trols, allow operators to see how the 
facility is using energy and what they 

can do to reduce waste. For example, 
equipment can be scheduled more 
efficiently to lower energy consump-
tion during peak demand hours or 
purchase more electricity during 
off-demand hours. 
Bowen:  Monitoring-based commis-
sioning allows predicted energy sav-
ings to be proven at the utility meter. 
Since utility savings are tracked and 
proven over time, executives can 
be confident when shifting operat-
ing costs from utility budgets and to 
other investments or capital im-
provements.   n

Andy Janson

Steve Tippmann 

‘Six months of accumulation on 
dock evaporators reduces the 
units’ capacity by as much as 30%.’

Check out Interstate Warehousing in  
Newport News, Virginia, equipped with 
our new QFR Zone® to handle your quick 
freezing needs.

Immediate Availability

• 355,000 square foot multi-temperature facility

• USDA Inspection Room

•  Capacity to quick freeze 21 loads per day

• 15 divisible rooms

•  Public storage space AND lease options 
available

•  Close proximity to Port of Norfolk and APM 
Terminal

Get in the Zone!

•  QFR Zone® technology uses improved airflow 
for more efficient freezing

•  Available for your freezer, too!  
(new construction and/or existing building)

(260) 490-3000  •  qfrzone@tippmanngroup.com 
www.tippmanngroup.com

9009 Coldwater Rd., Fort Wayne, IN 46825

®

COLD STORAGE WAREHOUSING AND QUICK FREEZE CAPABILITY.

 TIPPMANN HAS IT ALL!

VISIT US AT 

THE AMI/FMI SHOW 

BOOTH 4235  
AND AT THE  

IARW EXPO 

BOOTH 605N E W P O R T  N E W S ,  V A

TIPPMANN HAS THE SPACE YOU NEED AND THE INCREDIBLE  
QFR ZONE® TO FREEZE ANY PALLETIZED PRODUCT. FAST.



66 www.fdbuyer.com  MAY 2012

GettiNG PeRSONal

HOW tiMe
FlieS!
an industry veteran looks back on 
35 years of friendships, Jacuzzis and 
Dictaphones in the small world of 
the frozen and dairy business.  

BY WaRReN tHaYeR 

Meade Bradshaw, national 
sales manager of Bylada 
Foods, Moonachie, N.J., 

is like many who suddenly find 
themselves to be “old timers” in 
the industry. We asked him to 
reminisce. 

What’s changed most about the 
business over the past 35 years? 
It’s still about distribution, shelv-
ing, merchandising 
and pricing, just like 
when I started. But 
today we have fewer 
offices, less staff and 
less time. Cell phones 
and e-mail have taken 
the place of people 
working together. But 
a program has never 
been built by a logo, 
brand or building. It 
takes people working 
together to build a 
successful business. 
Any memories from 
early in your career?  
After three years in 
the deli meat busi-
ness, I joined Land O’Lakes, work-
ing for Pat McKellar (now of Home 
Market Foods). Only three months 
into the job, Pat set me up with a 
tennis match — he and I against 
Dave Gray, the vp of sales, and the 
division president, Ev Baldwin. I 
was so nervous I couldn’t get a serve 
in. After the game, the Jacuzzi was 
in order to work off sore muscles. 
At this club, no bathing suits were 
allowed. “Great!” I said to myself. “I 
have to get naked in a Jacuzzi with 

my manager, a vp and the president.” 
But it all worked out.

When I was transferred from 
South Carolina to Minneapolis a 
little later, I had two kids in diapers, 
a mortgage at 16%, and now just one 
income in the household. Ed Al-
bert, who just retired from Gorton’s, 
oversaw that office in Minneapolis. 
He was a stickler about having 
the office furnished and looking 
its best. He felt that if the office 
looked its best, the people would 
be their best. I never forgot that. 

I had my first secretary in 
Minneapolis, and she wanted 
me to use a Dictaphone. She 
could not understand many of 
my words due to my Southern 
accent, and had to retype con-
stantly. One day we had a temp 
in and my letters all came back 
perfectly. I told her how pleased 

I was and asked how 
she could do it so 
well. She just looked 
at me funny. Come to 
find out, she was from 
North Carolina. 

I co-ran the re-
cruiting and training 
department there 
with Barb Long, now 
of Land O’Lakes, Denver. 
The recruits included Scott 
Haws (now national sales 
manager at Land O’Lakes), 
Martin Kennelly (Land 
O’Lakes), Bob Shaner 
(Acosta) and Mark Phelps 
(now president of Innova-
sian Cuisine).  Mark joined 
us right out of college and 

trained under 
me. It was quite 
the team. 

Still later, 
when I moved 
to Charlotte, 
N.C., with Pills-
bury, I joined an 
office with Dan Burdick. We ran the 
Pillsbury business for the Carolinas 
and East Tennessee, with Rick Hicks 
as our broker. Later, I joined Frozen 
Specialties, but after I left there, 

Rick Hicks took my place at Frozen 
Specialties and then hired Dan. It’s a 
small world.

Who mentored you? 
Gene Welka (now president of MaMa 
Rosa’s) mentored me when he was 
president of Frozen Specialties. I 
spent 11 years there and worked 

directly for Gene for the last five. We 
became very close friends, selling 
pizza around the country. Gene was 
my first 24/7/365 boss.  Our team 
was known as some of the hardest-
working reps in the business.  
Where did you grow up? 
Greenville, S.C. I loved high school 
and spent most of my time working 
at Winn-Dixie and going to Myrtle 

Beach.  I graduat-
ed from Clemson 
University in 1976, 
having spent most 
of my free time 
backpacking in the 
Appalachian and 
Smoky mountains 

and doing tons of whitewater canoe-
ing. Today, I would prefer being on 
a hiking trail in the middle of the 
Rockies than at a five-star hotel eat-
ing sushi.   n

‘Great! I have to get 
naked in a Jacuzzi 
with my manager, a 
vp and the president.’

At this year’s Southeastern Frozen and 
Refrigerated Foods Conference in South 
Carolina, Meade (left) shakes the hand 
of football great Ron ‘Jaws’ Jaworski, the 
guest speaker. 

No, that’s not Meade’s 
high school yearbook 
picture.  It was taken 
when he was with 
Pillsbury, sometime 
back in the previous 
century. 
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In most countries, drinkable yogurt outsells spoonable. Why? Because it tastes better. People enjoy it. Adults and kids alike.

Sure, other things matter too, like more protein per serving than most drinkable yogurts, 50% of your daily calcium 
and a superior probiotic profile. But before all that, früsh simply tastes better than anything you 

(or your customers) have ever tried. Of course, those are just words. Let us prove it.

We’re offering over 5.5 million consumer samples of früsh’s fresh, fruity taste in the next eight months. 
Why this level of commitment? We know from experience that once they try it, they will become fans.  

You will, too. Let us give you a sample of delicious früsh Yogurt and Fruit Shakes. 
To set up a taste test contact Don Simpson/Origin Food Group - Statesville, NC  

704.768.9000 or dsimpson@originfoodgroup.com. 

Let’s shake It Up.

www.gofrush.com

It’s tIMe tO  shake thINGs Up


